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ABSTRACT 
 
Non-professional sports event organisations share many of the characteristics of 
small businesses.  Non-professional sports event organisations often find it difficult 
to implement marketing theories and processes that would lead to improved strategic 
insight and organisational decision-making, which are characteristics associated in 
the literature with small business. This study focuses on the measurement of return 
on marketing investment and in particular, if and how, non-professional sports event 
organisations can apply this measurement process. It was expected that measuring 
return on marketing investment may be difficult to implement in the sports event 
context due to a number of barriers identified in this study and including a lack of 
resources, limited marketing skills, a multidimensional product, and the diverse goals 
of government and corporations involved in the marketing of sports events. 
 
To explore these potential barriers further, case studies were undertaken of twelve 
non-professional sports event organisations in Canada. The research initially 
explored the context of non-professional sports event organisations and then tested a 
methodology for calculating return on marketing investment (ROMI). This research 
identified that measures of return on marketing investment were not currently being 
used by the non-professional sports event organisations sampled in this study. The 
research also confirmed that barriers existed to adopting strategic marketing concepts 
and marketing planning approaches including limited marketing skills, insufficient 
time, and a lack of organisational will.  Moreover, even after being presented with a 
simple methodology for incorporating a ROMI calculation in the marketing process, 
the case organisations found more value in applying the process rather than in the 
results of the calculation. Consequently, a distinctive gap exists between the 
theoretical justifications related to measuring return on marketing investment and the 
methods and understanding of this process being applied by non-professional sports 
event practitioners 
 
The findings of this study provided some valuable insights for marketing academics 
and practitioners alike in relation to the need to consider the applicability and 
relevance of theoretical concepts for small business applications. Whilst the case 
organizations were able to identify and intuit the benefits of adopting a more 
strategic marketing approach, most were struggling to implement basic marketing 
concepts. However, through exposure to a simple model for calculating ROMI, two 
case organisations were willing to consider adopting simple methods for measuring 
return on marketing investment. Small business practitioners may not currently apply 
advanced marketing concepts, but the results of this study indicate it may be possible 
to reduce the gap between theory and application. To succeed, academics and policy 
makers must minimize barriers through the development of simplified processes and 
by explicating the value of undertaking strategic marketing planning and analysis. 
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CHAPTER ONE – INTRODUCTION 
 
1.0 Introduction 
This dissertation examines how non-professional sports event organisations can 
optimize the measurement of return on marketing investment. The result of the study 
is a contribution to the existing literature examining the context of marketing in non-
professional sports events and specifically an examination of how non-professional 
sports event organisations can apply a marketing process which incorporates a 
determination of return on marketing investment. Chapter 1 begins with a 
background describing the purpose of the research, then in section 1.2 brings forward 
the research problem and research issues. It also provides a justification for the 
research in section 1.3, an overview of the methodology in section 1.4, and an outline 
of the dissertation in section 1.5.  The final sections of this chapter define the key 
terms used in the study, delimitate the scope and key assumptions, and conclude by 
summarizing the key points.  
 
1.1 Background to the research 
The sports industry has been estimated to generate over $26 billion a year in the 
United States and over $200 billion worldwide, and sports events are just one of the 
growing components within this industry (Richard K Miller & Associates 2008; 
Shank 2005). Pitts and Stotlar (2007) identify one reason for this growth is a result of 
the innovation of diverse fitness activities, which thereby increase the number and 
type of events. For example the emergence over the last 15 years of action sports 
events such as the X-Games and the Gravity Games which feature extreme high risk 
action sports (Bennett, Sagas, Dees 2006; Shoham, Rose & Kahle 1998). Moreover, 
many of these events are non-professional sports events, which are distinguished 
from professional sports events by participation from recreational and amateur 
athletes. In addition, non-professional sports event organisations often have a 
volunteer governance structure and rely to various extents on government funding 
and volunteer labour for operations (Canadian Heritage 2006). Most sports research 
focuses on the larger commercial business of professional sports with limited 
research being undertaken examining smaller non-professional sports, and in 
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particular, the strategic marketing practices of non-professional sports events 
(Quarterman, Pitts, Newton Jackson, Kim & Kim 2005; Shannon 1999). This study 
focuses on the lesser known area of  non-professional sports events and examines 
how these organisations can benefit from applying a marketing process that 
incorporates a calculation of their expected return on marketing investment. 
 
Measuring return on marketing investment is a step in the marketing process that 
enables marketers to evaluate the potential of undertaking various marketing 
activities thereby informing and improving strategic decision-making (Ambler 2003; 
Best 1997; Lenskold 2003). The measurement of return on marketing investments in 
general has become increasingly important to many organisations (Clark 2000; 
McCullough 2000; Raynaud & Bolos 2008). This increased importance has resulted 
from a general tightening of global money markets and increasing sophistication of 
consumers, which in turn, has resulted in organisations taking greater care over fiscal 
decision-making and financial accountability to both shareholders and customers 
(Clark 2000; McCullough 2000). The increasing need for organisations across a 
range of industries to be accountable for their marketing expenditures has driven a 
renewed interest in the use of quantitative measures of return on marketing 
investment (Woodburn 2004).  
 
Despite the increased interest in measuring return on marketing investment, however, 
there is no one agreed upon method for determining the value of marketing 
investments.  Rather, each organisation considers their specific strategic marketing 
objectives and then implements an appropriate measurement process which is 
matched to these strategic objectives (Australian Marketing Institute 2004; Best 
1997; Lenskold 2003). Consequently, there are a range of methods proposed in the 
literature for calculating return on marketing investment ranging from complex 
statistical modelling techniques to more simple methods, which use more estimation 
and a limited number of measures (Lenskold 2003; Rust, Lemon & Zeithaml 2004). 
The characteristics of the organisation, including the available financial resources, 
knowledge and analytical skills, the characteristics of the industry, and the strategic 
objectives identified by the organisation, will all impact how each organisation 
determines their return on marketing investment (Australian Marketing Institute 
2004; Best 1997; Lenskold 2003; Rust, Lemon & Zeithaml 2004). 
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Small organisations in general, and non-professional sports event organisations in 
particular, often have limited capacity to develop and monitor marketing processes, 
and as a result, are often limited in their ability to measure the effectiveness of their 
marketing efforts (Australian Marketing Institute 2004; Bogomolny 2004). This is 
particularly relevant to non-professional sports event organisations, where there is a 
predominance of events with relatively small marketing budgets, compared to larger 
professional sports event organisations and other consumer goods and service 
organisations (Loverseed 2001). The consequence of this is that organisations with 
small budgets often find, ‘…the daunting upfront costs of beginning to measure 
ROMI [return on marketing investment] to be a serious stumbling block’ (Szarka as 
cited in Bogomolny 2004 p. 97). In addition, transient volunteer governance 
structures, which characterize non-professional sports event organisations, may not 
have the necessary skills and continuity in knowledge to implement sophisticated 
marketing processes (Hatton 1990). Accordingly, it needs to be determined if, and 
how, non-professional sports event organisations can implement marketing processes 
that include quantitative measures of return on marketing investment so that they can 
benefit from improved strategic insight. 
 
The increased need to be accountable for expenditures is already evident in the sports 
event industry, but is predominantly relevant to measuring sponsorship returns and 
economic impact. Shannon (1999) identifies sponsorship as the most researched 
sports topic, and numerous books and research studies are available that detail a 
variety of methods that can be used to measure sponsorship effectiveness. However, 
despite the available research there are still many sports organisations that do not 
undertake any form of evaluation on behalf of their sponsoring partners, largely as a 
result of the time and difficulty involved in undertaking an evaluation process 
(Fullerton 2007; Skinnner & Rukavina 2003). This concern regarding available time 
and difficulty has also been identified as a potential limitation to sports event 
organisations conducting economic impact assessments.  
 
Economic impact assessments are conducted to determine the overall return that will 
be received by a community from hosting a sports event (Canadian Sport Tourism 
Alliance n.d.). For example, the Sport Tourism Economic Assessment Model 
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(STEAM) was specifically developed by the Canadian government in association 
with Sport Canada to be used by Canadian sports event hosts for this purpose 
(Canadian Sport Tourism Alliance n.d.). However, in developing the STEAM model 
it was recognized that two challenges face sports event organisations. The first is the 
lack of available skills and knowledge to provide a valid determination of economic 
return. The second is the expected prohibitive cost for small to medium sized sports 
event organisations of performing the required analysis (Canadian Sport Tourism 
Alliance n.d.). Therefore, although measurement of return on sponsorship and 
economic impact is deemed important to the sports event industry, the lack of 
resources including time, skills, knowledge, and the expected high costs of 
performing the required analysis all need to be overcome by non-professional sports 
event organisations. 
 
This study, therefore, investigates each of these barriers further to determine whether 
and how non-professional sports event organisations can incorporate measures of 
return on marketing investment.  The question of why these organisations should 
invest in this activity is also addressed, and further, the specific barriers for adoption 
and implementation of a return on marketing investment calculation are explored and 
contextualized.  
 
1.2 Research problem, propositions/research issues and contributions 
Understanding how to calculate return on marketing investment for various 
marketing initiatives can improve the strategic decision-making of organisations. 
However, the ability and desire of non-professional sports event organisations to 
collect data and apply the measures required for an analysis of return on marketing 
investment needs to be explored further. Therefore, the research question for this 
study is:  
How can non-professional sports event organisations optimize the 
measurement of return on marketing investment?  
The research issues that flow from this research question are as follows: 
RI 1. What measures, if any, are currently used to determine return on 
marketing investment in non-professional sports event organisations? 
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RI 2. What characteristics of non-professional sports event organisations 
influence the use of measures required for the determination of return on 
marketing investment? 
RI 3. What data are currently being collected by non-professional sports 
event organisations that could be utilized in measuring return on marketing 
investment? 
 
Answers to these research issues will expand our understanding of the use and 
appropriateness of existing methods for calculating return on marketing investment 
in the context of the non-professional sports event industry and provide a practical 
methodology that can be applied by sports event organisations. A conceptual model 
of the progression of the research is illustrated in figure 1.1. 
 
Figure 1.1: Progression of research  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Developed for this research. 
 
Identify measures currently used to evaluate 
strategic marketing objectives 
Match measures currently being 
used to measures identified in 
the literature as required to 
determine financial return on 
marketing investment 
Consolidate measures and propose a 
methodology appropriate for use in the 
non-professional sports event context 
Evaluate organisation’s ability to 
implement measures: 
• required resources 
• industry characteristics 
• organisational goals and objectives 
Test if, and how, practitioners can  
optimally apply the proposed methodology 
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1.3 Justification for the research 
There are several justifications for undertaking this research project. Primarily, there 
is a lack of research available that addresses measurement of return on marketing 
investment from the perspective of non-professional sports event organisations. Most 
of the available research regarding the measurement of sports marketing investments 
focuses on measuring sponsorship return (Shannon 1999). There is also research 
available that focuses on measuring economic impact (Chalip & Leyns 2002; 
Kurtzman 2005), but there is less research available that addresses how sports event 
organisations can measure their own return on marketing investment. Thus, the focus 
of this study is on the area with less research and examines how non-professional 
sports event organisations can optimize the measurement of return on marketing 
investment. 
 
Outside of the sports context, research does exist that provides specific 
methodologies regarding the application of return on marketing investment from the 
firm or organisation perspective, but this previous research does not accommodate 
the complexity of the sports event industry. The most recently proposed methods 
found in the literature for determining return on marketing investment have been 
implemented in consumer goods, financial services, and the airline industry 
(Australian Marketing Institute 2004; Clark 2000; Rust, Lemon & Zeithaml 2004). 
These industry examples do not have the same complexity as sports events, which 
require, for example, the consideration of government and sponsor objectives and the 
use of volunteer labour. Thus, this study explores the context of marketing in non-
professional sports events, and the influence of this context on an organisation’s 
ability to measure return on marketing investment. 
 
The available research is also dominated by examples from larger organisations (e.g. 
Clark 2000; Rust, Lemon & Zeithaml 2004) with few examples from smaller 
organisations which would more accurately define most non-professional sports 
event organisations. Smaller organisations often have limited capacity to develop and 
monitor marketing measures, and as a result, are often limited in their ability to 
measure the effectiveness of their marketing efforts (Australian Marketing Institute 
2004). Consequently, this study focuses on smaller organisations. This study uses the 
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existing theory, which is relevant to larger organisations, and determines if, and how, 
this theory can be applied within the context of smaller non-professional sports event 
organisations. 
 
There is also a practical justification for undertaking this study. Over the last two 
decades many organisations have been focusing on reducing costs by improving 
processes and thereby increasing revenues (Clark 2000). Marketers are required to be 
more accountable for the performance of their marketing activity in order to maintain 
their current budget levels. Marketers of sports events are no exception as they often 
request funding from government organisations and corporate entities, thereby 
making them subject to the same level of accountability.  
 
In addition, marketers must use measures that are quantifiable and easily 
communicated to the executives making the budgeting decisions (Woodburn 2004). 
Calculations of return on marketing investment use financial data as decision-making 
tools that provides this accountability. Further, a measure such as calculating the 
return on investment (ROMI) or ROI is a concept that is already applied by strategic 
decision-makers and is easily communicated to and accepted by stakeholders 
(Lenskold 2002). Measuring ROMI, therefore, which is similar to ROI but specific to 
marketing, provides a method for marketers to be accountable for their marketing 
performance and incorporate financial terminology that is already employed by 
decision-makers. Thus, an end result of this study is a determination of how 
marketers in the non-professional sports event industry can best utilize marketing 
measures to evaluate marketing initiatives, thereby reducing the expense these 
marketers would incur to undertake their own research and development of a 
methodology for calculating ROMI. 
 
1.4 Methodology 
Based on the research question and identified issues a qualitative research design was 
deemed to be the most effective method for this study.  A qualitative research design 
focuses on describing and understanding a problem as opposed to the alternative 
quantitative research design that is used to explain, predict and control the 
phenomena (Leedy & Ormrod 2005). A study such as this, that focuses on 
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understanding the process of how marketing measures can be applied,  and that 
investigates how the process of determining return on marketing investment occurs 
in a real-life context, favours the application of a qualitative case study (Patton 1987; 
Yin 2003). In particular, a multiple-case design is applied that incorporates 
heterogeneity within non-professional sports events to allow the findings to be 
generalized to a wider variety of organisations. 
 
Heterogeneity in terms of non-professional sports events can be delineated using 
three dimensions: 1. organisational structure; 2. level of sport; and, 3. type of sport. 
These three dimensions were selected because of their potential impact on the case 
organisations’ strategic objectives and available resources which are relevant factors 
when implementing a process for determining return on marketing investment 
(Australian Marketing Institute 2004; Lenskold 2003). 
 
The first dimension required for ensuring heterogeneity in the selected cases is the 
distinction in the organisational structure of non-professional sports events. Structure 
varies depending on available sources of funding, or non-funding, from various 
levels of government, and on the degree of dependency on volunteers to operate the 
organisation. Isolating these factors is essential as the level of funding and the 
dependency on volunteers, with varying levels of skill, may influence an 
organisation’s ability to implement measures for determining return on marketing 
investment. Three levels have been identified that include: 1. for-profit sports events; 
2. not-for-profit sports events organised by provincial/territorial and federal sport 
organisations (sports associations); and, 3. not-for-profit sports events organised by 
volunteers, for example sports clubs (volunteer organisations).  
 
The second dimension is the level of sport. Five levels of sports events are identified 
by Shani and Sandler (1996). These levels include local events, regional events (for 
example provincial championships), large events marketed nationally or 
internationally (for example Canadian championships or World cups), to global 
events (Shani & Sandler 1996). A consideration for selecting cases to use for this 
study in regards to the size dimension is that many local events are often too small to 
strategically implement a marketing budget, and thus would not benefit from 
measuring return on marketing investment; and at the other end of the spectrum, 
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global events are not commonly hosted and their sheer size and likely resource 
capacity may distort and bias the results. Consequently, this study focused on 
regional, national and international events. Further, regional events were examined 
separately from national and international events to evaluate differences in resource 
capacity of the smaller regional events versus the larger national and international 
events. 
 
In regards to type of sport, there are three characteristics that separate different types 
of sport. These include the degree of competition (defined by descriptors such as 
competitive, recreational and leisure), the athletic platform (leagues, teams or 
individuals), and the specific sport selected (e.g. tennis, running, hockey, etc.). In 
order to ensure heterogeneity in the type of sport, there was representation in the case 
organisations from sports events that reflected differences on all three of these 
characteristics of type. 
 
Twelve cases were chosen from non-professional sports events in Canada to ensure 
adequate representation in terms of organisational structure and level of sport (see 
table 1.1). Within the twelve case organisations, variation in the type of sport was 
represented by variation in the degree of competition, athletic platform, and specific 
sport selected.  
 
Table 1.1: Number of cases in terms of organisational structure and level of event  
 Regional National/ International Total 
For-profit Organisations 2 2 4 
Sports Associations 2 2 4 
Volunteer Organisations 2 2 4 
Total 6 6 12 
Source: Developed for this research. 
 
Both primary and secondary data were collected for this study. The primary data 
were collected using in-depth interviews with individuals involved in marketing the 
sports event. The interviews occurred at two points during the research process. 
Initially the interviews were used to establish the characteristics of the event in 
respect to the key characteristics of non-professional sports event organisations as 
identified in the literature. This included identifying the strategic marketing 
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objectives, the marketing processes applied, and determining what measures are 
currently used, if any, to calculate ROMI. These interviews were semi-structured and 
an interview guide was used to ensure that the interview questions were aligned with 
the research question and issues. Secondary data collected for this study consisted of 
customer transaction information, customer data collected by the event organisers, 
and other data identified as components of the measures used in the calculation of 
ROMI. The purpose of collecting this information was to address the first and second 
research issues and identify what measures, if any, are currently being used, and 
what specific characteristics of sports event organisations influence the use of 
measures for the determination of return on marketing investment.  
 
The interview data collected from the initial interview process used theoretical 
propositions identified in the literature review as the basis for the data analysis. 
According to Yin (2003), ‘The propositions would have shaped your data collection 
plan and therefore would have given priorities to the relevant analytic strategies’ (p. 
112). In this study, the theoretical propositions are that various methods currently 
proposed in the literature for measuring return on marketing investment can be 
applied to strategic objectives identified by non-professional sports event 
organisations. However, the application of these methods may be limited due to the 
cost and required resources for implementation, including available time and level of 
marketing skills, the multidimensional characteristics of the sports event product, and 
the use of sports events by government and corporations to achieve diverse 
marketing objectives. The specific analytic techniques applied to evaluate these 
propositions included content analysis and cross-case analysis using a matrix.  
 
Content analysis was used to identify relevant themes and shared patterns found in 
the data from the case organisations (Patton 1987; Yin 2003). Cross-case analysis 
was conducted using a matrix to compare the identified characteristics across cases 
to the requirements for calculating return on marketing investment identified in the 
literature review. The results of this portion of the study were analysed to propose a 
marketing process incorporating a methodology that non-professional sports event 
organisations could apply to measure ROMI. The results were then tested using a 
convergent interview process to establish how the proposed process and 
methodology could best be implemented and utilized by practitioners. 
  - 11 - 
 
Measures of validity and reliability are used to determine the quality of a research 
study (Yin 2003). This study uses both exploratory and explanatory case research to 
both explore and develop an explanation as to how non-professional sports events 
can optimize the measurement of return on marketing investment. For explanatory 
case research, such as was undertaken in this study, the relevant measures include 
construct validity, internal validity, external validity, and reliability. Construct 
validity is particularly important to case study research, which is often criticized as a 
result of the researcher not sufficiently defining a set of operational measures and 
using subjective judgments to collect data (Yin 2003). In this study construct validity 
was enhanced by clearly defining in the literature review the constructs being 
measured, using multiple sources of evidence in a cross-case analysis from both 
primary and secondary data collected from multiple-case organisations, and finally, 
by having a representative from each case organisation review the interview 
transcripts to confirm the facts. Construct validity was enhanced by ensuring the data 
collected were relevant and factual, and that potential subjective judgments reported 
by the researcher were verified. 
 
Internal validity, external validity, and reliability must also be addressed to sustain 
the findings from case study research. Internal validity ensures the explanations are 
the most likely ones for the observations we have made (Leedy & Ormrod 2005). 
Internal validity was enhanced by basing the explanations on propositions developed 
in the literature and using pattern matching and explanation building to corroborate 
these propositions. External validity ensures that the findings of the report are not 
generalized beyond the realm of the findings from the study (Yin 2003). Only 
theoretical generalizations were used in this study for which further empirical testing 
may be required. Reliability requires that the study can be repeated with the same 
results and steps to arrive at the same outcomes (Yin 2003).  This was done by 
following a case study protocol and developing a case study database to ascertain the 
data were collected consistently and the interpretations and analysis were supported 
by evidence.  
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1.5 Outline of the report 
This dissertation starts in Chapter 1 with an outline of the research problem, provides 
the necessary background, and gives an overview of the methodology, scope and 
limitations of the research. Chapter 2 reviews the related literature and will provide 
more detail regarding the theoretical context for the study. Chapter 2 starts with a 
discussion of sports events and the marketing of non-professional sports events, then 
moves on to discuss the importance of measuring return on marketing investment 
and how a calculation of ROMI can be incorporated in the marketing process. The 
next section of Chapter 2 brings together the requirements for calculating return on 
marketing investment and how measures used to determine ROMI may be influenced 
by the characteristics of non-professional sports event organisations. The final 
section evaluates the existing research to formulate specific research issues.  
 
Chapter 3 provides a justification for choosing the qualitative case study 
methodology and includes a detailed description of how the methodology was 
implemented to complete this study. Chapter 4 presents the results of the research 
from both the initial phase of the research study conducted using in-depth interviews 
and the testing of the proposed methodology using the convergent interviews. 
Chapter 5 includes a discussion of the results with respect to the research question 
and related issues identified following the review of the literature. This chapter 
presents the conclusions and the implications of the results on theory, practice, and 
on policy makers. 
1.6 Definitions 
The primary research problem contains several concepts that require further 
explanation. First, marketing is a term that may be used to describe certain functional 
activities, such as promotion and advertising that are under the direct control of a 
marketing department, or as a broader term that describes a process that links the 
firm to the customers regardless of which department members perform the activities 
(Ambler 2003; Clark 2000). Similarly, marketing investments can be interpreted as 
simply income statement expenditures, or can be viewed as investments that 
contribute to the overall value of the organisation. In calculating return, often the 
more narrow definition is used that considers only the functional activities and direct 
expenses of marketing as these activities are more easily measured (Ambler 2003). 
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However, Ambler (2003) and Lenskold (2003) point out that a wider view of 
marketing may be more relevant as the value or return from marketing investments 
can be realized throughout the organisation and are not necessarily just limited to one 
functional department. For the purpose of this study, therefore, the broader definition 
of marketing with an organisational focus was considered acceptable in identifying 
marketing activities.  
 
The word return also requires further definition. As Lenskold (2003) points out, ‘The 
word return could be construed to mean every benefit the company gains from the 
investment, including soft measures such as awareness and customer satisfaction, …’ 
(p.7).  Return, however, is a financial term and in the business world ‘… represents a 
financial gain.’ (Lenskold 2003, p.7). Consequently, the return on marketing 
investment as used in this study represents a financial calculation of the gains from 
marketing activities, and this specific calculation is referred to as ROMI. 
 
A further definition of financial return is also required. Two methods of measuring 
financial return can be distinguished. One method involves subtracting the 
investment from the profit and the other involves dividing the return by the 
investment (Ambler 2003). The first method, using subtraction, provides an 
indication of the size or magnitude of the return and results in a dollar value. The 
second method, using division, provides a percentage. The percentage is often 
considered preferable as percentages are easily compared and communicated to 
decision-makers (Lenskold 2003). However, percentages do not provide an 
indication of the magnitude of the value when comparing investment alternatives. 
Consequently, Ambler (2003) considers the subtraction method more useful. Both 
methods provide a financial measure of return, and in this study, both the dollar 
value measure obtained using subtraction, and the percentage measure obtained using 
division, are considered valid representations of financial measures of return. The 
literature review contains a more detailed description of methodologies that can be 
used to calculate ROMI. 
 
Finally, the term measures needs to be defined as measures are used in this study to 
calculate ROMI. Measures refer to the analysis following the collection of data.  For 
example, a sports event organisation might collect registration data and analyse those 
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data to measure the number of returning customers. This study examines three 
different categories of measures: 1. production and sales measures; 2. consumer 
based measures; and, 3. customer relationship measures. Chapter 2 includes a 
detailed description of each of these different categories of measures. 
 
1.7 Delimitations of scope and key assumptions, and their justifications 
The scope of the study was limited to non-professional sports events characterized by 
the inclusion of recreational and amateur athletes, varying degrees of dependence on 
government funding and the use of volunteer labour. The study was conducted in 
Canada, which uses a similar model of government oversight for sports as other 
western countries such as Australia, but excluding the United States. In addition, as 
the study of calculating ROMI continually evolves, existing methods are likely to be 
updated and new methods proposed. This study focused only on the methods 
identified in the research at the time of the proposal submission. Other 
methodologies published before the study was completed may be referred to in the 
conclusions and implications section, but will not be included in the theory 
underpinning the investigation. 
 
It was assumed for the purpose of this study that the methods for determining return 
on marketing investment as identified in the literature provide adequate measures of 
the financial return on marketing investment with consideration for any stated 
limitations. This assumption was necessary to limit the scope of the study. The 
purpose of this study was not to re-examine the foundation of previous theories and 
methodologies, but to extend the ideas to a new application. Without this assumption 
it would not be appropriate to test how these methodologies can be applied in this 
new context. 
 
1.8 Conclusion 
This chapter provided an overview of the program of research used to examine how 
non-professional sports event organisations can optimize how they measure return on 
marketing investment. Several justifications for undertaking this research were 
offered. First, previous research on return on marketing investment predominantly 
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examines consumer goods and services organisations, and does not accommodate the 
complex characteristics of the sports event industry. Second, previous research uses 
mainly large organisations as case study examples and often disregards the 
capabilities for determining return on marketing investment in smaller organisations, 
which would more accurately define non-professional sports event organisations. 
Finally, marketers in all industries are expected to be more accountable for their 
marketing investments. ROMI provides a financial measure of return similar to ROI, 
and ROI is already accepted in business as improving accountability and improving 
strategic decision-making. Adoption of the determination of return on marketing 
investment by non-professional sports event organisations, therefore, would enable 
them to increase profitability and economic returns by not only improving the 
decision process for choosing marketing campaign alternatives, but also by 
improving the quality of information required by potential stakeholders to make 
investment decisions.  
 
This chapter also introduced the qualitative methodology used in this study and 
provided an outline of the thesis, key definitions, and discussed the scope, limitations 
and assumptions of the research. 
 
The next chapter, Chapter 2 reviews the related literature with regards to defining 
and marketing non-professional sports events. The chapter then progresses to an 
exploration of the process used in organisations for measuring return on marketing 
investment and the requirements for measuring ROMI with specific consideration for 
the characteristics identified as inherent in non-professional sports event 
organisations. Chapter 2 concludes with the formulation of the research issues and 
sub-issues. 
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CHAPTER TWO – LITERATURE REVIEW 
 
2.0 Introduction 
Chapter 2 reviews the related research on measurement of return on marketing 
investment in the context of non-professional sports event organisations. In order to 
gain a better understanding of this context, the first section of this chapter defines 
non-professional sports events, distinguishes non-professional sports event 
organisations from larger professional sports businesses, and considers how the 
applications of strategic marketing in a non-professional sports event context differs 
from marketing in other types of sports event organisations, and from marketing in 
the context of traditional goods and services. 
 
Section 2.2 establishes the importance of measuring return on marketing investment 
for all organisations and specifically highlights the value to smaller organisations of 
incorporating this activity. Having established that there are benefits to measuring 
return on marketing investment, a discussion follows explaining how the calculation 
of measurement of return on marketing investment can actually be implemented. The 
discussion starts by reviewing how measures of return on marketing investment have 
developed over time, and how the literature has diverged to accommodate the 
challenges facing smaller organisations. Finally, in order to understand the specific 
issues that might influence a calculation of return on marketing investment, an 
explanation of how the calculation is incorporated in the marketing process is 
provided along with a clarification of the measures used in the equation. However, 
this discussion is specific to performing the actual calculation and a more extensive 
examination is still required to understand the challenges organisations might 
encounter in deciding whether or not to implement a measure of return on marketing 
investment and how they might collect appropriate data. The third and fourth 
sections, therefore, address these additional concerns. 
 
Section 2.3 identifies three influential factors required for implementing measures of 
return on marketing investment. These factors include the required resources, the 
industry characteristics, and the organisational strategy. Each of these three factors is 
discussed specifically with consideration for the non-professional sports event 
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organisation context. Section 2.4 examines selected measures for calculating return 
on marketing investment, and investigates the applicability of these measures and 
their potential collection and use by non-professional sports event organisations.   
 
The chapter concludes with the formulation of the research issues and sub-issues. 
Figure 2.1 illustrates the flow of information as it is presented in this chapter. 
 
Figure 2.1 Flow of information in literature review 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Developed for this research. 
 
2.1 Sports Events 
Sports events are designed to provide entertainment to participants and spectators. 
Identifying the specific components that constitute a sports event and examining how 
sports events differ from traditional goods and services can help identify some of the 
characteristics that could potentially impact the ability and desire of sports event 
organisations to determine return on marketing investment. Consequently, this 
section of the literature review identifies the distinguishing characteristics of non-
professional sports events and examines how these types of events are marketed.  
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2.1.1 Defining sports events 
Sports events encompass a range of activities from local recreational fun days to 
large international events such as the Olympics. To be included as sports events these 
varied activities have common elements in terms of content and timing that can be 
used to distinguish sports events from other types of events and from other goods and 
services (Pope & Turco 2001, Erikson & Kushner 1999). Many definitions are 
available of events that are very similar in basic content, but the definition proposed 
by Pope and Turco (2001) provides a succinct expression of the distinguishing 
elements of events in general. Pope and Turco (2001) define events as ‘… any single 
item that occurs in a program or series of one or more items of entertainment. The 
prerequisites of an event are that it has performers, a venue, an audience and a time 
limit’ (p. 4).   In the case of sports events, performers are replaced by participants, 
and the audience is replaced by spectators.  Otherwise this definition of events is 
applicable to categorizing sports events.  The three main features of sports events 
then are that they have: 
1. participants and spectators;  
2. sports as the content of the event; and 
3. a specific time frame (with a discernible start and end).  
 
Another key feature of sports events is the presence of a range of interested parties or 
stakeholders who are either looking to profit from the event directly or indirectly 
(Bloom, Grant & Watt 2005; Chalip and Leyns 2002; Fullerton & Merz 2008).  
Examples of stakeholders that are looking for direct return from an association with a 
sports event would be those organisations that would benefit from increased 
visitation to the event (venues, accommodation houses, restaurants, transport etc).  
Organisations that benefit indirectly are those that look to use the sports event to 
leverage their business enterprise (sponsors, media, and government).  
 
These multiple stakeholders add further complexity to the study of sports events as 
they generally have conflicting goals and requirements related to their association 
with the sports event.  The following section examines this factor in more detail and 
examines the issues related to multiple stakeholders on the determination of return on 
marketing investment. 
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2.1.1.1 Categories of sports events 
Different structures for organizing sports events are employed by different countries 
around the world and each model includes a distinct combination of government and 
private sector involvement for the various categories of sport. In the United States, 
sports event organisations largely exclude government intervention relying on the 
private sector for funding and educational institutions and private enterprises for 
structure (President's Council on Physical Fitness and Sports 2009). However, other 
countries with smaller economies are often not in a position to adopt this same 
approach due to more limited access to private sector funding and different mandates 
for education systems.  Consequently, these countries tend to apply a tiered approach 
to sports event organisation, an approach which is largely based on the governance 
structure of the operation and access to funding.   
 
In countries such as Canada and Australia, the government is quite central to the 
coordination of sports events organised at all levels of sport as identified by Shani 
and Sandler (1996). In these countries, there is a main federal body that supports 
sports organisations at the both federal and regional levels (Sport Canada 2002; ASC 
2009). This government involvement is intended to provide resources for sports 
athletes and organisations and increase the involvement of citizens in sports at the 
grass roots level, with the ultimate aim of increasing participation and involvement 
of all citizens (Sport Canada 2000). A goal of this model, as articulated in Sport 
Canada’s mission statement, is generally to support sport development through 
federal government funding coordinated with funding from other levels of 
government and the private sector (Sport Canada 2002).  
 
Given this reality, the organisation of sports events can be classified into three broad 
categories (O’Reilly & Seguin 2009): 
1. Professional sports – these can have various tiers or levels of competition;  
2. Performance sports – these can include national, provincial and territorial sport 
organisations and university and college sports; and  
3. Grassroots sports – these are often based around local communities and are the 
starting place for future performance athletes and provide a place for participation in 
sports for the general public.  
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The focus of this study is on Performance and Grassroots sports.  These categories of 
sports event organisations generally consist of non-professional sports with limited 
access to corporate funding and a strong reliance on government funding and a 
volunteer workforce (Canadian Heritage 2006).  Further, these types of sport 
organisations host events sporadically or cyclically, and therefore, rarely have the 
opportunity to accumulate a repository of corporate knowledge and experience 
needed to host successful sports events.  Finally, due to these factors, this level of 
sport is also most likely to encounter difficulties in implementing traditional business 
and marketing activities and processes.  
 
Non-professional sports organisations are largely comprised of small business 
enterprises and not-for-profit organisations. Small businesses and not-for-profit 
organisations often struggle to perform the required analysis to clearly define their 
organisational goals and implement appropriate measures of their business activities 
(Hatton 1990; Longenecker, Donlevy, Calvert, Moore & Petty 2007). In particular, 
small businesses are generally characterized by a lack of specific marketing skills as 
well as a lack of capability and diversity in skills required for implementing 
sophisticated management processes (Hatton 1990; Longenecker et al. 2007; 
McCartan-Quinn & Carson 2003). Thus, the potential for this deficiency in skills to 
limit the ability of sports event organisations to implement marketing processes that 
require sophisticated analysis results in a lack of assessment. 
 
In contrast, professional sports organisations tend to be characterized by large well-
structured commercial enterprises operated by business professionals with a long-
term view of both the organisation and its activities. This has resulted in most sports 
marketing research being focused on professional sports events with less research 
available on sports that would be classified as non-professional sports events 
(Shannon 1999). Furthermore, professional sports organisations usually do not 
qualify for government funding for their operations or events, nor do their athletes, as 
the focus is more on entertainment and profit as opposed to athlete development and 
participation (Sport Canada 2002). Additionally, these organisations are less likely to 
be involved in one-off sports events, and there is also likely to be an intrinsic 
requirement, due to the focus on profit, to measure and comment to shareholders and 
other investors on the return on all investment activity of the organisation – including 
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marketing investments. Consequently, this study explores non-professional sports 
event organisations, which have characteristics more consistent with small 
businesses.   Issues relevant to these types of organisations are not well represented 
in the extant literature, and these organisations are less likely to have adopted 
traditional marketing activities and processes. 
 
The marketing of sports events and non-professional sports events in particular, is 
distinguished from the marketing of traditional goods and services as a result of 
multiple stakeholders, unique product characteristics, and the accessibility of the 
target market (Shank 2005). The following section examines these distinctions in 
detail.  
 
2.1.2 Marketing non-professional sports events 
Marketing includes activities that range from straightforward advertising 
expenditures to coordinated efforts between functional departments designed to link 
the organisation with its customer at every interaction (Ambler 2003; Clark 2000). 
Straightforward advertising expenditures might include, for example, the production 
of informational posters, brochures, newspaper, radio, and television advertising. 
More integrated marketing investments coordinated between functional departments, 
on the other hand, might include the development of an online registration system or 
membership database and the broadcasting of the event or event results. How a non-
professional sports event organisation views its marketing investments will influence 
the degree of complexity in the measurement of return. For example, determining the 
value of advertising expenditures is much simpler than valuing the development of 
integrated complex marketing systems (Ambler 2003). 
 
The diverse needs of multiple stakeholders can further add to the complexity of 
marketing for non-professional sports events and is one of the distinguishing 
characteristics of the context for non-professional sports events as compared to a 
traditional consumer goods and services context (Shank 2005). Different 
stakeholders will have different goals and objectives which require different 
marketing activities and different methods of assessing return. For example, 
participants in an event might be interested in posters and ads that tell people when 
the event is being held and how to register or to attend.  The local community, on the 
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other hand, may be interested in marketing communications that highlight 
information relating to accommodation, food and beverage options, and general 
location awareness.  In contrast, sports associations may want to encourage 
participation; and, corporate sponsors may be interested in exposure, access to 
membership lists, and product trials.  
 
The specific marketing activities that are undertaken to accommodate multiple 
stakeholders may overlap; however, each stakeholder will measure their return on 
their investment differently. For example, measures of return that may be relevant to 
these different groups could include things like the number of entrants, the number of 
visitor days, increases in sport participation, or the amount of product sales. All of 
these measures differ in what they are measuring and their relevance to a particular 
stakeholder.  The sports marketer, therefore, needs to consider and integrate these 
diverse objectives in planning their marketing activities and then again when 
selecting an appropriate method for measuring their results.  All of this adds to the 
complexity of marketing and measuring the effectiveness of marketing activities 
related to a sports event.   
 
Sports marketing has the ability to connect with consumers at an emotional level not 
possible with other types of events and traditional goods and services marketing 
(Pope & Turco 2001). ‘Sport marketing is thus about more than just needs and wants; 
it is about connecting to emotions, building passion, and leveraging images’ 
(O’Reilly & Seguin 2009, p. 7). The ability for a sport marketing initiative to connect 
to the emotions and passions of consumers is also moderated by the quality of the 
sports event product itself.  Sports event products, like all services, are difficult to 
control as their success, or otherwise, will depend on uncontrollable factors such as 
the outcome of the competition, the weather, the spectators, and even by participants 
themselves (Mullin, Hardy & Sutton 2007). For example, as a sports consumer, if 
your team loses or the fans beside you are perceived to be annoying, and it rains, and 
there are long lines for toilets and food, all of this will change the quality of your 
experience.  
 
The unpredictable outcome resulting from a sports event can thus result in even the 
best planned marketing strategies being ineffectual if the sports event does not garner 
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the desired emotional response. This could result in some sports event organisers 
placing more emphasis and resources on stimulating competition in order to achieve 
a positive outcome. For example, an organiser may emphasize winning in order to 
stimulate a positive emotional response from participants and spectators, rather than 
on maximizing revenue through effective marketing strategies (Mullin, Hardy & 
Sutton 2007). In situations like these, therefore, where there is minimal focus on 
marketing, there may be little incentive or desire to develop measures of marketing 
return. 
 
The sports event product has some similarities to traditional service products in that 
it is consumed simultaneously as it is being produced and it also may involve some 
tangible aspects to the product offering (Shank 2005).  For example, merchandise 
sales at events and videos and other keepsakes that can remind consumers of their 
experience. In addition, sports event organisations often augment the product through 
a variety of additional activities and services such as clinics, trade shows, and 
festivals connected with the competition (Green 2001).  
 
These augmentations can extend the appeal of a sports event to multiple target 
audiences,  increase the duration of the event, and provide opportunities for other 
business to become involved with and participate in the event.  All of these strategies 
can provide multiple marketing opportunities and communication channels thereby 
increasing the potential economic returns of an event (Green 2001). The increased 
number of exchanges resulting from augmentations like this to the sport event 
product also means an increase in the complexity of marketing for the sports event 
generally.  Further, increasing the potential sources for revenue results in an increase 
in the number of stakeholders involved in offering the product augmentations with 
potentially differing objectives.  
 
Another characteristic of marketing for sports events is an easily accessible and 
tightly defined target market (O’Reilly & Seguin 2009). Sports event organisers are 
often able to narrowly define their target markets by requiring registration (for 
example for insurance coverage) and developing membership lists. These 
characteristics of the target market enable the sports marketer to undertake marketing 
initiatives that can often be very cost efficient (Pope & Turco 2001). The easily 
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accessible and narrowly defined target market, therefore, can enable marketers who 
may implement these marketing initiatives to easily access consumer data which can 
then be used to evaluate the success of their marketing strategies. 
 
This section described some of the distinguishing characteristics of non-professional 
sports events that impact the strategies they can and do use to market their product.  
The characteristics that impact marketing activity the most included the need to 
accommodate the diverse goals of multiple stakeholders, the complexity of the sports 
product itself, and the ability to easily access and define the target market. In 
addition, this section distinguished non-professional sports event organisations from 
other types of sports event organisations and identified some of the issues these 
smaller organisations might experience when making strategic marketing decisions, 
including limited funding, transient volunteer leadership, and a general lack of 
management and marketing skills.  
 
It was further identified that most sports marketing research published to date has 
focused on the larger professional sports businesses and little research has addressed 
the specific marketing challenges facing smaller non-professional sports event 
organisations (Fullerton & Merz 2008; Shannon 1999). Over the past decade authors 
such as Shannon (1999), Pitts (2002), and Quarterman, Pitts, Jackson, Kim & Kim 
(2005) have progressively identified this gap in sports marketing research and called 
for more research in this area. In 2009, at the Sports Marketing Association VII 
Annual Conference, this gap was discussed in an open dialogue session that 
addressed the state of sport marketing research (Lough 2009). It is this gap in the 
literature that is addressed with this study by exploring the specific characteristics of 
non-professional sports event organisations that may influence how these 
organisations can optimize the measurement of return on marketing investment.  
 
The next section starts by describing why measurement of return on marketing 
investment is important to all organisations, including non-professional sports event 
organisations, and how measures of return on marketing investment have developed 
over time. The section concludes by explaining how return on marketing investment 
can be incorporated in the marketing process and defines each of the components 
used in the calculation. 
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2.2 Measurement of return on marketing investment 
Even though sports are a commonly used analogy in the business world to 
demonstrate how easily success can be measured, for example by using metaphors 
with terms like the number of goals scored or the number of games won, it is 
interesting that measurements of marketing objectives are not as easily defined by 
marketers or as universally used by sports marketers (Lenskold 2002; Mullin, Hardy 
& Sutton 2007; Shaw 2001). Generally, marketers have shied away from this 
analysis because they have felt it will result in constraints which in turn will limit 
creativity (Shaw 2001). This section examines the importance of measurement of 
marketing objectives, and in particular the importance of measuring return on 
marketing investment for non-professional sports event organisations. The section 
also includes an explanation of how measures of return on marketing investment 
have developed over time and how return on marketing investment can be 
incorporated in the marketing process and be calculated. 
 
2.2.1 The Importance of measuring return on marketing investment 
In order to gauge the effectiveness of business decisions, firms need to measure the 
results of their efforts.  This is also true in the case of marketing decisions. If 
marketers do not measure the efficacy of their efforts, then as Jim Stengel from 
Proctor & Gamble claims, they are making investment decisions ‘with less data and 
discipline than [that applied] to $100,000 decisions in other aspects of business’ 
(Crowdus 2006, p. 47). This statement’s relevance to large marketing investment 
decisions is apparent. However, many organisations, including smaller organisations 
such as non-professional sports event organisations, have relatively smaller overall 
budgets; and for these organisations the value of collecting data and applying 
disciplined decision processes is not as readily apparent. Thus the value of measuring 
return on marketing investment needs to be understood in the context of smaller 
organisations and not just organisations making large marketing investments. This 
section, therefore, examines the importance of measuring return on marketing 
investment with specific consideration for smaller organisations. 
 
Research indicates that measuring the return on marketing investment is one way that 
marketers can improve their decision-making and future planning capabilities (Clark 
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2000; Shaw 2001; Stewart 2008). Measuring return on marketing investment 
provides crucial information about the potential for planned marketing activities and 
thereby enables all organisations, including both for-profit and not-for-profit 
organisations, to more strategically plan future marketing activity. In spite of this, 
however, regular and systematic measurement of return on marketing investment is 
not common and is notably absent in smaller and not-for-profit organisations 
(Bogomolny 2004; McCartan-Quinn & Carson 2003; McKinsey & Company 2009). 
However, these organisations can still benefit from the same scrutiny. These small 
and not-for-profit organisations also need to earn a certain amount of return on their 
investments to fulfill their operating objectives (Ambler 2003; Hatton 1990). 
Consequently, it needs to be established why measurement of return on marketing 
investment is not common, particularly in smaller organisations and exactly what 
benefits these smaller organisations can gain from implementing a measurement 
process. The following exploration of the literature provides further insight into these 
phenomena. 
 
Many organisations claim that it is too difficult to measure the effectiveness of 
marketing activities because of the immense challenges posed by quantification 
(Woodburn 2004). Indeed, they claim that because most marketing assets are 
intangible it is neither realistic, nor even possible, to gain accurate measurements.  
Further, the lag between spending and performance makes it difficult to measure the 
relationship between these two variables (Sheth & Sharma 2001).  Finally, 
organisations with this view suggest that because the effective measurement of 
marketing activity requires clear and measurable objectives, the process can stifle 
innovation and can consequently result in potentially successful marketing 
campaigns being shelved. This position is typically supported by examples of 
extraordinarily successful marketing actions that wouldn’t have been undertaken if 
prior approval based on measurement forecasts was required (Belch, Belch & Guolla 
2005; Bodell & Earle 2004). 
 
This argument belies the fact that measurement of marketing activities, although 
difficult, can actually facilitate creativity and in itself requires a certain amount of art 
(Bodell & Earle 2004). Converting known data into meaningful information requires 
interpretation and insight. This interpretation and insight combines scientific 
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estimation and creative examination of future potentials to lead to new and 
successful innovations (Ambler 2003). An example is identifying potential future 
markets (Ambler 2003). At the crux of this issue is the controversial topic of 
marketing measurement (Bodell & Earle 2004). In essence it is an organisation’s 
ability to strike the fine balance between estimation (science) and intuition (art). 
Indeed both must work together (Bodell & Earle 2004; Lenskold 2003). Thus, 
finding the right balance between these two processes becomes the challenge. The 
premise is good, but how it is done exactly is not clear. What is clear is that for 
measurement of return on marketing investment to be efficacious, intuition must be 
incorporated alongside forecasting when planning marketing activities (Ambler 
2003; Bodell & Earle 2004; Lenskold 2003). The result will be creative marketing 
decisions that are more defensible. 
 
Defensible decisions are essential for all organisations (Shaw 2001), and have a 
distinct benefit for non-professional sports event organisations that rely on external 
sources of funding. In order to receive funding, these organisations are often required 
to justify their marketing spending, either to corporate sponsors or government 
partners. Thus, making marketing investment decisions based solely on intuition, 
without the incorporation of science, would limit the ability of these organisations to 
defend their marketing spending decisions and to provide the needed accountability 
for their investors.   
 
The need to be accountable for decision-making is emphasized by a general 
tightening of budgets in many organisations worldwide (Cook & Talluri 2004; 
Stewart 2008). Over the last two decades many organisations have focused on 
reducing costs and improving revenues by increasing efficiencies and reviewing 
expenditures (Clark 2000). Marketing budgets are not exempt from this analysis. In a 
climate where organisations are putting more emphasis on customer relations, and 
customer relationship management, a greater portion of budgets is being allocated to 
marketing spending (Fareed 2002; McCullough 2000). The cost cutting environment, 
however, requires marketers to be more accountable for strategic investment and 
general spending in order to maintain this budget reallocation (Fareed 2002; 
McCullough 2000). Non-professional sports event organisations are impacted by this 
tightening of marketing budgets on two fronts. One, the need to be accountable to 
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their own organisations for marketing spending, but perhaps even more significantly, 
is their dependence on receiving budget allocations from external investors. 
Arguably then, it should be crucial for non-professional sports event organisations to 
both understand and also to effectively apply measurement tools for the provision of 
this accountability. 
 
Effective communication is an integral component of meeting accountability 
requirements. To be effective, marketers must meaningfully communicate the results 
of their assessments to decision-makers (Kotler, Keller & Cunningham 2007; 
Woodburn 2004). Measurements of variables such as the level of customer 
satisfaction and future purchase intentions are examples of measures currently used 
to determine the potential results of undertaking marketing activities. Measures such 
as these have demonstrated a positive relationship with profitability, however, the 
relationship has been hard to quantify and hard to relate to specific marketing 
activities (LaPointe 2006; Sheth & Sharma 2001).  Making decisions based on the 
number of satisfied customers, for example, does not align with decision-making 
terminology commonly used by corporate executives and boards of directors.  In 
practice, without a more relevant tool, such as a calculation of ROMI, it can be 
difficult to determine if the number of satisfied customers will produce the desired 
profitability.  
 
Non-professional sports event organisations often rely on volunteer governance to 
review expenditures and make marketing investment decisions. If the volunteers 
involved are drawn from the corporate and government sectors, they would have the 
same expectations as other business executives and boards of directors. Thus, for 
sports events organisers to effectively communicate their results to these volunteers, 
they must also use the same terminology and the same measurement tools. However, 
some of the volunteers may be drawn from other backgrounds, for example, parents 
of participants, with limited business experience. In this situation there may be little 
understanding of business terminology and perhaps even minimal skill in evaluating 
business decisions. Thus the appropriate terminology and measurement tools must be 
identified for application in this potentially diverse non-professional sports event 
context (Kotler, Keller & Cunningham 2007; Woodburn 2004). 
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There is, however, a paucity of research that specifically discusses measuring return 
on marketing investment for a non-professional or even professional sports event 
organisation (Pitts 2002; Quarterman, Pitts, Newton Jackson, Kim & Kim 2005; 
Shannon 1999). In contrast, the body of research addressing measurement of the 
return on investment in both the area of sponsorship marketing and economic impact 
is extensive. Indeed, enquiry into sponsorship is the area where most sports 
marketing research is done (Shannon 1999). Because of the richness of research in 
return on sponsorship and economic impact, it is possible to extrapolate useful 
information for inquiry into return on marketing investment. The following 
discussion will therefore seek to elucidate this research. 
 
The importance of sponsorship evaluation has become the foundation for 
professional market research firms that focus on sports businesses (for example 
International Events Group (IEG) and Joyce Julius and Associates) that have 
dedicated teams responsible for determining measures of sponsorship effectiveness 
(IEG Sponsorship.com 2007; Pitts & Stotlar 2007). In addition, numerous books and 
research studies are available detailing a variety of methods that can be used to 
measure sponsorship effectiveness (for example Fullerton (2007), Masterman (2007), 
Sneath, Finey and Close (2005) and Hernandez and Thomas (2003)). These proposed 
methods vary in that some suggest using only simple measures (such as counting the 
number of exposures received during a campaign) and others support the use of 
financial data to result in a financial measure of return. For example, by associating 
the number of exposures of a marketing message communicated to the public at an 
event to the cost of paying for the equivalent amount of exposure through traditional 
advertising would provide more complex information. Additionally, by incorporating 
other data such as sales figures, an even more detailed calculation of return to the 
sponsor can be provided. The above examples illustrate one of the challenges of 
measuring sponsorship return, which is that there is no standard or accepted industry 
process recommended for all sports organisations (Fullerton 2007). 
 
Despite the available research and proposed methods for measuring sponsorship 
return, many sports organisations still do not undertake any form of evaluation on 
behalf of their sponsoring partners (O’Reilly & Seguin 2009; Skinnner & Rukavina 
2003).  This is often due to the difficulty and time involved in undertaking such an 
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evaluation process (Skinner & Rukavina 2003). This is further exacerbated by the 
lack of industry standard processes where only the most comprehensive reports 
prepared by sports event marketers include consumer data and measures that would 
enable the calculation of return on sponsorship investment (Fullerton 2007).  This 
suggests that these same challenges may also influence the ability of non-
professional sports event organisations to incorporate a measurement of return on 
marketing investment in the marketing planning process.  
 
As previously stated, economic impact is the second field of research that has the 
capacity to provide further insight into measuring return on marketing investment. 
Communities involved in hosting sports events often undertake economic impact 
assessments to measure the return on their investment (Chalip & Leyns 2002; Dwyer 
& Fredline 2008). These measures incorporate factors such as employment 
stimulation, changes in household income, accommodation and food sales, retail 
sales and level of new construction (Kurtzman 2005). While these are measures of 
economic return, they focus on the community investment rather than the investment 
of the sports event organisation. Measurement of economic return and community 
value, therefore, are commonly applied in the sports event context albeit with a 
different objective from measuring return on marketing investment. Due to differing 
objectives these measurements neither consider the marketing activity relevant to the 
sports event nor the impact of marketing on the economic or community value in 
their calculations. However, in these organisations a culture of measurement exists 
despite these differing objectives (Chalip & Leyns 2002; Kurtzman 2005). Sports 
event organisations that currently undertake measurement of sponsorship return and 
economic value, therefore, are already well placed to adopt measurement processes 
that will allow the determination of return on marketing investment.  
 
Even with the literature clearly supporting the idea that measurements of return on 
marketing investment improve performance and the existence of case studies 
illustrating how to implement these measures, many companies still do not use 
marketing metrics to plan or to evaluate their investment in marketing (Australian 
Marketing Institute 2004; Clark 2000; Rust, Lemon & Zeithaml 2004; Shaw 2001). 
This reality is highlighted in a global survey by McKinsey and Company (2009) 
which found that only 14% of organisations use quantitative measures to evaluate 
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their marketing investments and only 34% of the organisations surveyed had clear 
processes for understanding marketing spending.  Most organisations that do 
measure return on marketing investment are likely to be larger organisations with 
substantial financial resources (Szarka, cited in Bogomolny 2004). Indeed, most of 
the research on marketing planning only considers large business and does not 
consider the challenges facing small businesses in this area, so there is little evidence 
of smaller organisations having incorporated measurement of return on marketing 
investment in their marketing decision-making (Coviello, Winklhofer & Hamilton 
2006; McCartan-Quinn & Carson 2003). A small but convincing body of research 
discusses the reasons for these phenomena. 
 
The research, which investigates the challenges of implementing measures of return 
on marketing investment in smaller organisations, indicates that a lack of available 
resources for collecting, processing and analysing the required data exists (Coviello, 
Winklhofer & Hamilton 2006; Hatton 1990; Huang & Brown 1999; Lenskold 2003; 
Longenecker et al. 2007). Coviello, Winklhofer and Hamilton (2006) use an 
empirical study of small service organisations to reveal minimal application of data 
intensive marketing activities by these firms. This supports conclusions drawn earlier 
by authors such as Hatton (1990), Huang and Brown (1999) and Lenskold (2003) 
regarding the lack of available resources required to undertake large quantities of 
data analysis. Additionally, McCartan-Quinn and Carson (2003) and Huang and 
Brown (1999) conclude that small businesses generally are less likely to implement 
sound management principles and in particular struggle with planning and 
forecasting. This conclusion is supported by the explanation that planning in small 
organisations is often undertaken with the sole objective of acquiring bank loans 
(McCartan-Quinn and Carson 2003). Huang and Brown (1999), in a study of 
problems encountered by 973 small businesses, reach a similar conclusion finding 
that the most prevalent area in which these small businesses report problems is 
marketing, and in particular marketing research. In addition, the most frequent 
general management problem encountered was planning. Consequently, small 
organisations are more likely to rely on intuition for making marketing spending 
decisions and are therefore not likely to incorporate more scientific methods that 
require planning and analysis (McCartan-Quinn & Carson 2003). As a result, small 
organisations that do not plan and forecast are less likely to identify and measure 
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market potentials and thereby undermine their ability to strategically plan future 
marketing activities. In addition, relying predominantly on intuition means these 
organisations do not incorporate scientific approaches and therefore, they are unable 
to make defensible marketing decisions.   
 
As most non-professional sports event organisations have many characteristics in 
common with small businesses, as previously described in section 2.1.1.1, it is 
expected that non-professional sports event organisations will also be unlikely to 
incorporate routine measurement of return on marketing investment.  Those that do 
adopt this practice are likely to do so in a rudimentary and very simple manner.  
Further, despite the benefits of measurement of return on marketing investment, non-
professional sports organisations are highly unlikely to have established a systematic 
process for evaluating their marketing investments. This leads to the development of 
the first research issue which queries what measures, if any, are currently used to 
determine return on marketing investments in non-professional sports event 
organisations. 
 
With the understanding that calculating the return on marketing investment can be 
accomplished using a range of methods that differ for different types of 
organisations, further discussion is worthwhile. The following sections, therefore, 
provide a better understanding of how organisations, particularly non-professional 
sports event organisations, could incorporate a systematic measurement of return on 
marketing investment in the marketing process and how it can be calculated. The 
next section starts by examining how methods for determining return on marketing 
investment have developed over time, and how there is a range of both complex and 
simple methodologies that can be used to measure return on marketing investment to 
aid in the marketing planning process followed by a section on methods for 
calculating ROMI. 
 
2.2.2 Development of measures of return on marketing investment 
Return on marketing investment is a method of estimating return by matching the 
goals driving a marketing expenditure to metrics that will facilitate a financially 
quantifiable evaluation of the outcomes (Powell 2002). Over time, methods of 
measuring return on marketing investment have progressed through three distinct 
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stages of development that have mirrored the changes in business thinking and 
marketing perspectives (Clark 2000). In the first stage, early methods of determining 
return on marketing investment considered only hard financial information.  This 
perspective corresponded with the production and sales orientation of marketing 
common from 1920 through to the 1960’s (McCarthy, Shapiro & Perreault 1992).  
The second stage, from 1960 to 1990, reflected the general move of business and 
industry to a consumer based orientation and methods of determining marketing 
return began to include non-financial measures such as customer attitudes and 
customer satisfaction (Darroch et al. 2004; McCarthy, Shapiro & Perreault 1992).  
 
Finally, the third stage of measuring return on marketing investment saw the 
incorporation of the value of customer relationships and customer loyalty into the 
measures used, consistent with the customer relationship orientation of industry that 
emerged in the 1990s (Solomon et al. 2005).  Table 2.1 summarizes the focus of each 
of the three marketing orientations and provides examples of associated production 
and sales, consumer based and customer relationship measures. A brief comment is 
provided regarding the application of the different categories of measures used when 
calculating ROMI.  
 
The three perspectives of the development of marketing measures are presented as 
independent approaches to marketing although for many marketing initiatives, 
elements of all three concepts exist. Ideally, in order to achieve a comprehensive 
understanding of return on marketing investment, measures from all three 
perspectives should be combined (Clark 2000). LaPointe (2006) further explains that 
it is important to assemble a group of measures that independently may be 
insufficient measures, but combined as a group, provide a better overall estimate of 
return. 
 
Dwyer (1997) was the first author to recognize that marketing returns should be 
considered over the long-term. He applied the concept of customer lifetime value 
(LTV, which is referred to as CLV by subsequent authors) to determine the financial 
return on marketing investments over the lifetime of the customer. Dwyer’s (1997) 
model was founded on measuring return from direct marketing campaigns which had 
  - 34 - 
Table 2.1: Summary of perspectives for evaluating marketing investments 
Marketing Perspective and Focus 
Production and sales 
orientation  
Consumer based 
orientation  
Customer relationship 
orientation 
Focus   
Focus is short-term 
on marketing as an 
expense 
 
Focus on qualitative and 
quantitative measures of 
customer attitudes and 
behaviours 
Long-term focus that considers 
measures of customer lifetime 
value  
Type of  Measures 
Financial statement 
information 
including cost of 
sales and revenue 
Focus groups, 
observation, surveys, 
rating scales and 
correlations 
Statistical formulas including 
probability estimates usually 
measured using a longitudinal 
database or cross-sectional 
surveys 
Comments 
Short-term measures 
designed to improve 
profitability. Subject 
to budget cuts in a 
competitive 
environment. 
 
Qualitative and 
quantitative research that 
may be correlated with 
financial outcomes. 
Dependent on a stable 
marketing environment. 
Frequently used in the 
measurement of 
sponsorship return on 
investment 
Models purchase behaviours 
and incorporates the effects of 
the external environment (e.g. 
competition). Proprietary 
methods are available therefore 
measurement details are not 
abundant in the literature. 
Complex to measure and 
expensive to implement 
Contributing authors 
No authors are 
identified as leading 
contributors to this 
perspective of 
marketing 
Lavidge & Steiner (1961) 
(Hierarchy of Effects 
Model used as the basis 
for consumer based 
measures) 
 
Methods specific to 
sports and event 
marketers: Sponsorship 
Return  
(Masterman 2007) 
Rust, Lemon & Zeithaml  
(2004) 
Berger & Nasr (1998) 
Dwyer (1997) 
 
 
No authors identified specific 
to methods used by sports 
event marketers 
Source: Developed from Darroch et al. 2004; McCarthy, Shapiro & Perreault 1992; 
Rust, Lemon & Zeithaml 2004; and summarized for this research. 
 
easily identified investments directly linked to future returns. Dwyer (1997) 
combined the concepts of customer migration and marketing strategy but noted that 
his proposed model for calculating LTV (or CLV) did not include different types of 
buyer-seller relationships such as different levels of market share.  
 
  - 35 - 
Overtime, authors such as Berger and Nasr (1998) attempted to address the 
deficiencies of the CLV model by including different aspects of consumer behaviour 
and customer relationships (for example the cost of maintaining a customer 
relationship over time). In order to account for these additional variables, 
longitudinal customer databases were developed to collect and compile the required 
data. Berger and Nasr (1998), however, acknowledged that their proposed model did 
not consider factors underlying purchase behaviour such as competition and 
customer satisfaction.  
 
In 2002 Berger et al. accumulated a list of possible longitudinal models that could be 
applied individually to account for each of the identified confounding variables that 
may be present in a CLV calculation and used to determine ROMI. The authors 
identified, however, that combining individual models posed further problems that 
included the potential for skewed metrics, false assumptions, lack of consideration 
for the external environment and statistical measurement problems (Berger et al. 
2002). In the same year, Hogan et al. (2002) also questioned the ability of previous 
calculations to appropriately adjust for risk, social effects and competitive effects. 
Unlike Berger et al. (2002), Hogan et al. (2002) only identified omissions in the CLV 
calculations without providing possible solutions. 
 
It was not until later that Rust, Lemon and Zeithaml (2004) presented a model that 
did account for some of these concerns including a method for determining switching 
costs and competitor offerings. To make the model easier to apply, however, Rust, 
Lemon and Zeithaml (2004) proposed a data collection method they viewed as 
requiring less resources and time than previous models. Although the model 
proposed by Rust, Lemon and Zeithaml (2004) still does not address the effects of an 
unstable environment or multiple product offerings, this model does provide the most 
comprehensive method for calculating ROMI to date that does not require the 
development of a longitudinal database. This feature makes the model more relevant 
to application by smaller organisations with minimal resources.  However, in spite of 
this, the model still requires statistical modelling (for example regression analysis 
and choice modelling) that may be too complex for application by organisations with 
limited marketing skills.  
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The complexity of the CLV model being used to determine ROMI has prompted 
sceptics to question the accuracy of the techniques used in the formulas (Bogomolny, 
2004). The calculation of CLV is based largely on estimation and statistics and to 
reduce the likelihood of errors methods are proposed that use large data sets. As a 
result, the measurement and calculation of CLV has become costly. In addition, the 
specific activities and processes required for determining ROMI using the more 
sophisticated models and statistical measurements of CLV are not clearly defined in 
the literature.  
 
Research is continually being presented that identifies omissions in existing methods 
and improves on previously proposed methods (Stewart 2008). In addition, the 
proposed methods are often very general or only provide specific information 
regarding one issue and usually do not provide enough detail to proceed with a 
complete ROMI calculation (Rust, Lemon & Zeithaml 2004).  
 
This gap in the literature was first commented on by Dwyer (1997) who described 
the lack of implementation of evaluation techniques to likely be a result of 
consultants who ‘… seem reluctant to reveal their proprietary models and know-
how-or lack thereof’ (p. 7). Dwyer’s concern was reinforced in 2004 by Bogomolny 
(2004) who found that ROMI models are often custom designed for one organisation 
with little transferability. Consequently, in response to this limitation of measuring 
ROMI as being too complex to be widely applied, a second stream of literature has 
been developed in an attempt to simplify the measurement process.  
 
Authors such as Lenskold (2003) and Schultz and Schultz (2003) proposed methods 
for determining ROMI that are more applicable to a wider number of organisations, 
specifically smaller organisations, which are more representative of non-professional 
sports event organisations. These methods rely more heavily on estimation and 
account for fewer potential confounding variables. However, a consequence of using 
the simpler methods is a decrease in the level of accuracy of the estimates used to 
calculate ROMI. On the other hand, an advantage of the simpler methods is a 
reduced cost for implementation. These simple methods use formulas with common 
financial measures as opposed to complex statistical modelling. This may be 
particularly attractive to smaller organisations that may have found the costs of 
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implementing the more complex methods of calculating return on marketing 
investment were not warranted by the value they received from the process. Figure 
2.2 illustrates this divergence in the research literature. 
 
Figure 2.2: Divergence of research literature 
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Decreasing level of accuracy                                     Increasing level of complexity 
Example of authors and measurement data required for opposite ends of the 
continuum: 
Lenskold (2003) 
Schultz & Schultz (2003) 
Berger et al. (2002) 
Rust, Lemon & Zeithaml (2004) 
Production and sales 
measures and estimates of 
incremental future income 
flow 
Data obtained from longitudinal database and 
sophisticated cross-sectional surveys 
includes models of retention, attraction, competition, 
and the external environment 
 
Source: Developed from Australian Marketing Institute 2004; Berger et al. 2002; 
Lenskold 2003; Rust, Lemon & Zeithaml 2004; Schultz & Schultz 2003; and 
summarized for this research. 
 
This divergence in the literature has resulted in no single preferred methodology for 
measuring return on marketing investment emerging (Australian Marketing Institute 
2004). However, the development of simpler methods does provide an approach for 
measuring return on marketing investment that can be applied by smaller 
organisations, such as many non-professional sports event organisations that may not 
see value in applying the more sophisticated methodologies. Although there is 
available research discussing ROMI approaches that can be applied in the small 
business milieu (for example Lenskold (2003) and Schultz & Schultz (2003)), there 
is a notable gap in the literature regarding applicability specifically to non-
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professional sports event organisations. The lack of research in this area points to the 
need for a study that addresses this issue. It may be that the existing research is not 
transferable to this alternate context and the whole concept of return on marketing 
investment will need to be re-evaluated in terms of its applicability to non-
professional sports event organisations and perhaps, by association, even to some 
small business. In order to clearly ascertain specific needs, therefore, this study will 
query how non-professional sports event organisations can optimize the 
measurement of return on marketing investment. 
 
At the outset, consideration of simpler methods that might be adapted to suit the 
needs of non-professional sport events is worthwhile. Thus, the following section 
examines in more detail simple methods of calculating ROMI. A very simple method 
that considers only short-term objectives and returns is introduced and then improved 
with a slightly more complex calculation that can be applied by organisations with 
longer-term objectives and more indirect gains in customer value. These methods are 
adapted from the methods proposed by Lenskold (2003) and Schultz and Schultz 
(2003) for application by small business. To set the stage, the discussion will begin 
with an explanation as to how these methods can be incorporated in the marketing 
decision-making process.   
 
2.2.3 Definition of return on marketing investment and how it can be incorporated 
in the marketing process 
The measurement of return on marketing investment can be applied at different 
levels of the organisation (Lenskold 2002). At the highest level, a measure of return 
on marketing investment can guide strategic decision-making, for example, making a 
decision on whether or not to move in a new market direction. At the lowest level, it 
can be used to guide promotional campaign decisions, for example, choosing 
between two potential communications media. Those organisations that perceive 
marketing to be an integrated investment are more likely to apply measures of return 
on marketing investment at all levels of the organisation, whereas those organisations 
that perceive marketing to be a promotional expenditure may only initially see value 
in calculating return on marketing investment for promotional expenditure decisions.  
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For either situation, applying a marketing process that incorporates measurement and 
provides a decision-making framework will help marketers to assess various options 
and to make a thoughtful decision (Demma 2004). A review of the literature revealed 
scant information about how these decisions might be made in small businesses 
(Jocumsen 2002; Liberman-Yaconi, Hooper & Hutchings 2010; Woods & Joyce 
2005). Consequently, an examination of more general theory was undertaken to 
evaluate how the calculation of return on marketing investment could be 
incorporated in the marketing process. 
  
A thorough examination of the research revealed that there is consistency of 
methodology that can be applied for incorporating a measurement of the return on 
marketing investment in the marketing process (Best 1997; Leading Edge 2005; 
Shaw 2001). This process requires clear marketing objectives that then form the basis 
for measurement. Best (1997) provides a simple outline of the marketing process that 
depicts how determining return on marketing investment can support the marketing 
investment decision-making process. Table 2.2 summarizes the process proposed by 
Best (1997).  
 
The model proposed by Best (1997) requires measuring return on marketing 
investment after first establishing clear strategic marketing objectives, considering 
the context of the marketing environment, selecting potential marketing activities, 
and allocating resources. Without clear objectives it is difficult, if not impossible, to 
measure the value of a proposed marketing activity. Establishing clearly defined 
objectives sets the stage for meaningful evaluation.  
 
When considering non-professional sports event organisations, it is worth noting, 
however, that the preliminary steps in the marketing process may be influenced by 
the factors identified previously in section 2.1which examined the characteristics of 
non-professional sports event organisations and how they are marketed. For example, 
it may be difficult to establish clear strategic marketing objectives as a result of the 
potential for diverse and conflicting objectives of multiple stakeholders. In addition, 
the large variety of marketing activity resulting from the increased number of 
exchanges at sports events and the proliferation of media and technologies in general 
will complicate the selection of specific activities (Demma 2004).  
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In contrast, other factors may simplify the process. For instance, the accessibility of 
the sport’s event target market may make the choice of marketing activities easier 
and a potential lack of resources, characteristic of many small businesses, may limit 
the number of options available thereby simplifying the decision process. Hence, 
even though there is agreement in the literature on a standard marketing process that 
includes a measurement of return on marketing investment, it is not clear how this 
marketing process can, or is, being applied by non-professional sports event 
organisations. Thus, to gain additional understanding of how the characteristics of 
non-professional sports event organisations might influence the application of the 
marketing process, these factors and others are explored further in section 2.3. 
 
Table 2.2: Summary of the process for making marketing investment decisions 
Step Explanation 
1. Define your strategic 
marketing objective(s) 
Each marketing objective provides direction for 
marketing activities and forms the basis for future 
measurement 
2. Situation Analysis Investigate your internal and external environment to 
understand customer needs, competition, and 
underlying causes of opportunities or problems 
3. Marketing Activities Select specific activities undertaken to achieve 
strategic marketing objectives 
4. Resources Determine costs of proposed marketing activities 
including financial and human resource requirements 
5. Measure Marketing 
Return 
Establish a base case so that you can evaluate the 
expected change from marketing activities to 
determine if they are worth it 
6. Evaluation of Return and 
Risk 
Does the marketing activity provide an acceptable 
return with an acceptable level of risk? 
7. Implementation Decision  
 
 
 
Implement strategy  Re-evaluate strategy  
    starting at step 2 
Source: Developed from Best 1997 and summarized for this research. 
 
In order to facilitate a deeper understanding of the marketing process and its 
application, a discussion of the measures used in the calculation of marketing return 
on investment is necessary. It has been said that one of the reasons why measuring 
return on marketing investment is not more widely used is that there is not one 
Yes No 
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clearly defined set of measures (Australian Marketing Institute 2004). The measures 
used in the calculation of return on marketing investment will vary depending on the 
nature of the decision and the individual organisation (LaPointe 2006). The 
following discussion examines factors that may influence how appropriate measures 
are chosen. 
 
An actual calculation of return on marketing investment is an integral part of the 
marketing process. In the simplest methods, the return is calculated by subtracting 
the investment from the estimated profit or gross margin (Ambler 2003). This can 
then be compared to a base case or benchmark to provide an indication of magnitude 
of change resulting from undertaking the relevant marketing activity (Lenskold 
2003). With this process it is possible for the marketer to compare the return for 
different combinations of marketing strategies.  
 
While this sounds straight forward, it is worth noting that a comparison is vital as the 
actual result of a ROMI calculation can be misleading on its own (Ambler 2002). 
This is particularly important when applying simple methods of calculating ROMI as 
these methods use fewer variables and rely more heavily on estimation. The 
assumptions and forecasts used in the calculation, if applied consistently, enable 
comparison, but when used to determine the meaning of an individual number may 
not be valid. Consequently, it is this comparison that makes the incorporation of 
measurement in the marketing process feasible using simpler methodologies.  
 
The components necessary for measuring ROMI are similar to traditional return on 
investment calculations and include a measure of the return relative to a measure of 
the investment. ROMI, however, differs from traditional calculations because the 
choice and number of measures will vary depending on the organisation and the 
organisation’s objectives (LaPointe 2006). Ambler (2003) states that small 
organisations, which would be similar to non-professional sports event organisations, 
usually require between six and twelve measures to effectively evaluate marketing 
return for a given objective. In a ROMI calculation the measures used can include 
marketing expenses, number of customers, revenue per customer, variable costs per 
customer and incremental changes in each of these values. Thus, the following 
discussion seeks to explore how these measures can be valued and emphasizes some 
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of the issues that are specific to how non-professional sports event organisations 
might calculate the investment and return components of a ROMI calculation. 
 
Marketing investment can be broadly defined as the amount of cash or other 
resources committed to the marketing campaign (Lenskold 2003). This includes 
spending on marketing activities such as promotions as well as broader organisation-
wide activities that contribute to customer value such as the development of a 
customer database. It is generally assumed that the investment component of the 
calculation is relatively easily measured from the information in the budget and from 
actual expenses (Lenskold 2003; Rust, Lemon & Zeithaml, 2004; Sheth & Sharma 
2001). However, marketers need to remember that expenses recorded directly from 
the financial statements are only representative of the time period in which they 
occur and may result in a disregard for the long-term potential of future returns 
beyond one fiscal year (Ward & Ryals 2001). 
 
Another concern that may make measuring marketing investment more difficult is 
that some investments are not clearly represented on the financial statements.  Ward 
and Ryals (2001) describe these investments as ‘below-the-line expenditures’ (p. 
329), which are not expected to produce immediate returns, and therefore may be 
harder to identify as marketing investments. An example of this type of expenditure 
might be the long-term development of a brand, for example the brand name of a 
reoccurring event. 
 
An additional below-the-line expenditure for non-professional sports event 
organisations may include in-kind exchanges with multiple stakeholders. In-kind 
exchanges, and other investments made by stakeholders are often difficult to 
recognize as they may not be clearly identified as relevant to the marketing of sports 
events and likewise they may not be visible on financial statements, but only be 
recorded by the stakeholder. Thus, it needs to be determined which of these 
stakeholder investments are contributing to the achievement of the marketing 
objectives for a sports event organisation and if they are contributing to the 
marketing of the sports event, they need to be considered in the determination of the 
return on marketing investment. 
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Delineation of the investment component of the calculation, however, is only part of 
the equation. Calculating the return component, while more involved, is of crucial 
importance. Indeed, the focus of the research concerning measuring ROMI is on the 
return component of the calculation. The literature provides the simplest definition of 
return for organisations as being profit (Hatton 1990; Robbins, Coulter & Stuart-
Kotze 2002). Traditionally this type of financial performance has been viewed as the 
ultimate determination of an organisation’s success (Hatton 1990; Robbins, Coulter 
& Stuart-Kotze 2002). Other definitions of return incorporate more complex 
measures (such as customer lifetime value) because their proponents argue that long-
term profit is dependent on a combination of value creating activities (Schultz & 
Schultz 2003; Srivastava, Shervani & Fahey 1998). 
 
For many non-professional sports event organisations, a consideration of long-term 
profit objectives is unlikely. This is particularly true for organisations established to 
operate one-off events as well as for organisations operating events that reoccur, 
albeit with a new governance structure and possibly a new town or location for each 
occurrence. Arguably then, these sports event organisations are more likely to have a 
short-term focus, which is akin to many small businesses (McCartan-Quinn & 
Carson 2003). Recognizing this similarity provides a rationale for extrapolating from 
the research on small business and applying it to non-professional sports event 
organisations. In addition, it points to the likelihood of reliance on simple methods of 
calculating return on marketing investment if any methods are used at all.  
 
Where there may be an exception, however, occurs with non-professional sports 
event organisations that operate continuous events and organisations that focus on 
objectives other than just short-term profit, for example athlete development. In these 
cases there may be a parallel with firms that have longer-term customer relationships 
such as financial services and hospitality services (Berger et al. 2002). These firms 
are likely to find more value in using more complex measures of calculating return 
on marketing investment to ensure they account for the future value of their 
marketing investments (Berger et al. 2002). 
 
To apply more complex measures more data need to be incorporated in the 
calculation of return and decisions need to be made regarding the appropriate time 
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frame and discount rate to be used. The appropriate time frame is influenced by the 
chosen strategy and duration of expected customer value (Lenskold 2003). For 
example, an additional measure of customer retention can provide insight into 
potential future cash flows. Thus, an additional calculation will be required to 
discount the cash flows, which will add more complexity to the determination of 
ROMI. However, this determination remains relatively simple compared to the more 
sophisticated statistical modelling techniques, which add even more complexity in 
the calculation of future customer value. 
 
Adding this understanding of the calculation of ROMI to the awareness of the 
benefits that can be provided when this calculation is applied, points to the value of 
exploring the use of return on marketing investment in non-professional sports event 
organisations. Accepting that the use of ROMI is both valuable and achievable, leads 
to a consideration of other requirements for implementation. 
 
2.3 Requirements for non-professional sports event organisations determining 
return on marketing investment 
The Australian Marketing Institute (2004), Lenskold (2003), and Rust, Lemon and 
Zeithaml (2004) have all identified factors that may limit more general adoption of 
ROMI calculations by organisations. These factors include: required resources (cost 
of implementation and skill level); characteristics of the industry; and the alignment 
of the measures with the organisation’s strategy. The following sections discuss these 
factors in detail. 
 
2.3.1 Required Resources 
The resources required for implementing ROMI calculations fall into two categories: 
financial resources and skills available. Financial resources primarily include money, 
technology, and research.  Measures used to determine the value of customer 
relationships tend to rely on large databases of information and or sophisticated 
statistical modelling to analyse the data (Rust, Lemon & Zeithaml 2004). 
Investments in research are also required to enhance the reliability and accuracy of 
the data that are being collected (Lenskold 2003; Rust, Lemon & Zeithaml 2004). A 
high level of skill is required to implement statistical modelling and construct 
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appropriate research methodologies (Bogomolny 2004). In addition, skills are needed 
to implement appropriate measurement techniques and to analyse ROMI 
calculations. 
 
Non-professional sports event organisations are likely to lack financial and 
technological resources and possess little market research relevant for implementing 
all but the simplest of ROMI calculations. Small organisations, such as non-
professional sports event organisations, have fewer available financial and 
technological resources compared to larger consumer goods and service 
organisations and even larger sports event organisations (Loverseed 2001; McCartan-
Quinn & Carson 2003). Additionally, not-for-profit organisations tend to focus on 
restraining spending and are often required to keep only minimal financial reserves 
(Australian Marketing Institute 2004). What money is available for spending by non-
professional sports event organisations may be used to enhance the event and 
stimulate competition rather than develop administrative support systems, 
particularly in organisations with transient government structures and one-off events 
that perceive limited value in improving future operations.  
 
Consequently, the financial resources are limited for creating large databases of 
information and for implementing sophisticated statistical modelling techniques. In 
the non-professional sports event industry, this is compounded by the limited 
research available which could serve as benchmarking data (Quarterman, Pitts, 
Newton Jackson, Kim & Kim 2005; Shannon 1999). For example, in Canada, 
statistical reporting on sports is not classified beyond the industry category of 
spectator sports (Statistics Canada 2006). This makes it difficult to isolate research 
data from the large spectator driven commercial professional sports businesses and 
apply it to small non-professional sports events. 
 
A potential lack of marketing skills characteristic of many small businesses can also 
limit the implementation of ROMI calculations (McCartan-Quinn & Carson 2003). 
An increasing number of non-professional sports event organisations are operated by 
sports associations and community leaders, usually as not-for-profit events 
(Canadian Sport Tourism Alliance 2006). Not-for-profit organisations often have 
limited capacity in terms of human resource skills (Hatton 1990). The marketing 
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function in these organisations may be delegated to groups and individuals who are 
not specifically trained for making strategic marketing decisions, come from other 
industry backgrounds, and who may therefore not understand the contextual nuances 
of the sports event industry.  
 
Non-professional sports event organisations, however, may be able to apply slightly 
more complex measures and incorporate a longer-term gain in customer value in the 
return on marketing investment calculation with access to research that provides a 
standardized process for calculating ROMI. Not only will the standardized process 
mitigate the lack of analytical skills, but if used in conjunction with new technologies 
it will be easier to collect and store data, thereby making its application more feasible 
(Lenskold 2002). 
 
2.3.2 Characteristics of the industry 
The characteristics of the industry that may influence whether or not non-
professional sports event organisations incorporate a measurement of return on 
marketing investment in their marketing planning process include the nature of their 
relationship with their customers, the characteristics of their product or service, and 
how they compete in their industry. Each of these three characteristics is now 
discussed in more detail. 
 
Organisations that have long-term relationships with their customers and that provide 
a continuous service to their customers are more likely to calculate return on 
marketing investment (Berger et al. 2002). Research on issues relevant to the 
calculation of return on marketing investment focuses almost exclusively on the 
consumer goods, financial services and the airline industries (Australian Marketing 
Institute 2004; Clark 2000; Rust, Lemon & Zeithaml 2004; Schultz & Schultz 2003). 
Firms in these industries are likely to see customer value over time because they 
develop stronger relationships due to repeat purchases from their customers. This 
research, therefore, examines how the more sophisticated methods of measuring 
return on marketing investment can be modified to account for a variety of potential 
variables in an attempt to quantify the value of long-term customer relationships. 
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Non-professional sports event organisations and many other small businesses also 
develop long-term relationships with their customers by providing a continuous 
service, for example, season tickets to a series of sports events or membership in a 
sports club that hosts intermittent events. However, research that explores how to 
calculate return on marketing investment for organisations with these long-term 
customer relationships has been centred on larger organisations with more substantial 
financial resources and marketing capabilities.  
 
Lenskold (2003) and Schultz and Schultz (2003) do address some of the issues facing 
smaller organisations with respect to measuring return on marketing investment 
including a lack of financial and technological resources. Their findings are useful, 
but not specific to the sports event industry. Once again, despite the efforts of 
Lenskold (2003) and Schultz and Schultz (2003), the research suggests that many 
small businesses are not likely to implement theoretically based marketing practice, 
engage in long-term marketing planning, or implement methodologies that require 
complex forecasting (McCartan-Quinn & Carson 2003). Consequently, it needs to be 
determined if non-professional sports event organisations that have developed long-
term customer relationships and offer a continuous service would be willing and 
capable of applying a calculation to determine return on marketing investment. 
 
The characteristics of an organisation’s product or services can also influence 
whether or not an organisation is more likely to incorporate a measurement of return 
on marketing investment in the marketing planning process. Organisations with 
products or services that can be sold using direct marketing activities will find return 
on marketing investment easier to calculate, and therefore will be more likely to 
incorporate the calculation (Berger et al. 2002; Dwyer 1997). It was measuring the 
outcome of direct marketing activities that first lead to the concept of customer 
lifetime value (Dwyer 1997). With direct marketing, the investment is easily 
determined from the cost of the direct marketing tool and the returns are easily 
tracked to individual customer responses. The potential for using direct marketing 
activities is evident with non-professional sports event organisations that have an 
easily accessible market which can be identified through membership and 
registrations as discussed in section 2.1.2. This characteristic can simplify the data 
collection process required for measurement of return on marketing investment by 
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enabling the event marketers to individually track customer responses to selected 
marketing activities. 
 
A second characteristic of the sports event product that may facilitate the calculation 
of return on marketing investment is the specific timing component of sports events 
(Pope & Turco 2001).  One-off events or events held only once per fiscal year are 
unlikely to require any consideration for future returns as all the investments and 
returns will be realized within the same time period. For events of this nature, the 
calculation of return on marketing investment would be simple as there would be no 
need to discount future cash flows. 
 
An additional factor related to products and services that may facilitate the 
calculation of return on marketing investment in non-professional sports event 
organisations, is that measurement may already be used by these organisations to 
value their products and services with respect to sponsorship return and economic 
impact (Chalip & Leyns 2002; Dwyer & Fredline 2008; Kurtzman 2005).  If 
measurement is already central to a particular sports event organisation, then those 
organisations may already be in a position to easily adopt additional measures to 
determine return on marketing investment.  
 
However, Schultz and Schultz (2003) state that in their experience, whilst many 
organisations already collect the necessary data for determining return on marketing 
investment, the data are generally not in a form that can be readily used, and analysis 
is not undertaken at all. Thus, although data may already be collected by sports event 
organisations, it may need to be compiled differently if it is to be used to determine 
return on marketing investment.  
 
In addition, as discussed in section 2.2.1 and previously in this section, many 
organisations still do not engage in sponsorship measurement and many small 
businesses like non-professional sports event organisations struggle to include 
forecasting in marketing planning (McCartan-Quinn & Carson 2003; Skinner & 
Rukavina 2003). Consequently, despite having favourable product and service 
characteristics, such as an accessible target market, an easily measured time 
component, and potentially engaging in some form of measurement, sports event 
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organisations still need the capability and desire to perform the required analysis to 
calculate return on marketing investment. 
 
The role of competition is the final industry characteristic discussed in this section 
because it may influence whether or not a non-professional sports event organisation 
will incorporate a determination of return on marketing investment in the marketing 
planning process. A model, developed by Simpson and Taylor (2002), explains how 
the role of marketing in a small business may relate to the relevance or 
competitiveness of the business environment. The model suggests that in 
organisations where there is strong market competitiveness there is more likely to be 
a role for marketing and that some small businesses will be leaders in that role and 
others will be weak (Simpson & Taylor 2002).  
 
One could then extrapolate that non-professional sports event organisations in 
competitive markets could potentially be marketing leaders by effectively 
implementing the marketing process and incorporating calculations of return on 
marketing investment. However, this requires time and commitment from senior 
management and it has previously been explicated that long-term commitment may 
be hard to establish in non-professional sports event organisations that rely on 
transient volunteer governance (Cook & Talluri 2004).  
 
In addition, an alternative finding of the model by Simpson and Taylor (2002) 
suggests that if there is little market competitiveness, then there is no need to 
implement marketing processes. Indeed, in this environment, non-professional sports 
event organisations would be unlikely to see value in calculating return on marketing 
investment. It is expected, however, with the size and growth of the non-professional 
sports event industry, and the prevalence of marketing activity, a level of 
competitiveness exists (Pitts & Stotlar 2007). Consequently, there is a role for 
marketing in non-professional sports event organisations, albeit to varying levels that 
need to be determined. 
 
2.3.3 Organisational Strategy 
The marketing process outlined by authors such as Best (1997) and Shaw (2001) 
identify how clear strategic objectives form the basis for measurement of return on 
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marketing investment. Objectives that are not clearly defined can reduce the 
perceived value of the calculation. This could be particularly relevant for non-
professional sports event organisations, which may have to consider potentially 
conflicting objectives from multiple stakeholders.  For example, between a 
government funder’s desire to increase participation rates and a corporate sponsor’s 
desire to promote product awareness. Even so, although other stakeholders’ needs 
may be considered, ultimately the sports event organisation will need to define its 
own objectives, and it is these objectives that should form the basis for measurement 
of return on marketing investment. 
 
Profit has traditionally been the sole objective for most organisations when 
evaluating the return on their investment and this has also been the case for many 
organisations in their calculations for measuring return on marketing investment 
(Hatton 1990; Robbins, Coulter & Stuart-Kotze 2002). However, companies today, 
including sports organisations, are shifting from this traditional focus to a broader 
view that includes objectives not directly related to profitability (Robbins, Coulter & 
Stuart-Kotze 2002; Srivastava, Shervani & Fahey 1998). Examples of these broader 
objectives for a sports event organisation might be increasing awareness of sports 
programming or promoting athlete development. Objectives such as these that are 
only indirectly related to profitability make it more difficult to select relevant 
measures to use in the ROMI equation and they add weight to the argument against 
the value of undertaking a financially focused calculation for measuring return on 
marketing investment (Lenskold 2003).  
 
In firms where the organisational strategy and related objectives are clearly 
identified, there are further considerations for calculating return on marketing 
investment. It is possible to generally classify strategic marketing objectives as either 
focusing on developing the current market (retention) or growing the market 
(acquisition) (Best 1997; Kerin et al. 2005). Objectives and strategies that focus on 
retention are more likely to impact customer value over time, whereas those that 
focus on acquisition are more likely to impact sales, market share and short-term 
profitability (Lenskold 2003).  
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As was determined in section 2.2, a marketing objective that focuses on the long-
term (development and retention) will require a greater number of measures and 
more analysis to calculate ROMI.  In turn this approach is likely to have a higher 
margin of error due to the longer duration of the impact compared to a strategy that 
focuses only on acquisition and short-term profitability (Lenskold 2003).  
 
In the non-professional sports event industry, as has already been determined, there 
has been a tendency to focus marketing objectives on short-term acquisition 
strategies due to the nature of transient organizing committees with only minimal 
long-term representation and the occurrence of one-off events. A short-term focus 
would simplify the determination of return on marketing investment calculations and 
narrow the selection of appropriate measures, thereby requiring fewer resources and 
less skill for analysis. However, unless this short-term focus is matched to the overall 
organisational objectives, the mismatch could result in a measure of ROMI that does 
not provide any information or analysis in regard to achieving long-term marketing 
or organisational objectives. In addition, as discussed previously, if non-professional 
sports event organisations are unable to even clearly express their long-term strategic 
marketing objectives it further limits the applicability of a calculation of return on 
marketing investment. 
 
In summary, this review of the literature points to the fact that it is indeed possible 
for non-professional sports event organisations to apply simple measures to 
determine ROMI (Lenskold 2003; Schultz & Schultz 2003). Additionally, it has been 
shown that ROMI can be calculated with minimal implementation resources for 
events with short-term objectives (Lenskold 2003). For example, one-off events can 
use a simple ROMI calculation to provide information when deciding between two 
potential advertising media (Lenskold 2002). The relevance of this simple 
application is apparent, but it still needs to be established if the calculation of return 
on marketing investment is applicable beyond this basic level. Therefore, despite 
compelling evidence of the value of more in-depth analysis for sports events with 
longer term objectives, this discourse on the characteristics of non-professional 
sports event organisations, suggests there may be potential reluctance, and perhaps 
little relevance, to implement more complex measures of return on marketing 
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investment by non-professional sport event organisers (McCartan-Quinn & Carson 
2003; Shaw 2001). 
 
2.4 Evaluating return on marketing investment with consideration for the 
characteristics of non-professional sports event organisations 
The Australian Marketing Institute (2004) has determined that currently the 
application of marketing measures, which may be used for calculating return on 
marketing investment by organisations, falls on a continuum that can be described as 
follows: 
• no measures; 
• short-term production and sales measures; 
• many short-term production and sales measures with some consumer based 
measures;  
• focused measures matched to objectives; and 
• scientific measures, including specific modelling of customer value. 
 
The methods described for calculating ROMI follow a similar progression. Complex 
methods of calculating ROMI, which rely on statistical modelling and have been 
proposed in the literature by authors including Rust, Lemon & Zeithaml (2004) and 
Berger et al. (2002), require the full range of measures including those at the higher 
end of the continuum. On the other hand, more simple methods of calculating ROMI, 
such as those proposed by Lenskold (2003) and Schultz and Schultz (2003), employ 
mainly production and sales based measures with only a few consumer based 
measures. These measures can then be matched to objectives and combined with 
estimation to fill in the gaps thereby not requiring statistical modelling.  
 
This section presents common marketing measures that can be utilized in ROMI 
calculations in increasing order of sophistication. The measures are grouped by the 
three progressive stages of development: 1. production and sales; 2. consumer based; 
and 3. customer relationship. Examples of measures from each category are provided 
and critically examined with respect to their potential application by non-
professional sports event organisations in determining return on marketing 
investment. 
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2.4.1 Sales measures 
The first set of measures that will be examined are based on the perspective of 
marketing that is synonymous with production and sales. Executives with this 
perspective see marketing as an expense needed only to drive short-term sales 
(McCullough 2000; Munoz & Kumar 2004). Marketing expenditures in this 
environment are often made based on intuition and gut instinct (Bogomolny 2004). 
This is a short-term view of marketing with campaigns that are often undertaken to 
produce quick boosts in profitability and that disregard marketing objectives that are 
not directly related to sales. The data used to measure sales growth is obtained from 
financial statements that reflect the past performance of an organisation at a specific 
point in time. Consequently, these measures are static and backwards looking and 
provide only a base point for determining potential future value (Clark 2000; Schultz 
& Schultz 2003).   
 
Although these measures do provide an easily understandable link between financial 
return and marketing efforts, the methods disregard the potential long-term impacts 
of a marketing campaign (Clark 2000).  Executives that use these measures are 
usually focused on achieving efficiency through cost reductions and the simplicity of 
determining return (usually taken directly from the organisation’s financial 
statements). These managers favour a simple cost approach to the measurement of 
ROMI, if it is measured at all, as marketing is still perceived by these managers as an 
expense and not a value creating business activity (McCarthy, Shapiro & Perreault 
1992; McCullough 2000; Munoz & Kumar 2004). 
 
Measures of sales at the individual organisation level can easily be obtained from the 
organisation’s financial statements. Market measures can be obtained from industry 
data and related to the information on the financial statements to estimate the 
organisation’s position in the market. Common sales measures used in this approach 
are summarized in table 2.3. 
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Table 2.3: Selected production and sales measures  
Selected Measures Source of data Applicability to ROMI 
Sales Financial data Revenue 
Sales growth Financial data Incremental increase in revenue 
Gross margin Financial data Net sales less cost of goods sold 
Marketing expenses Financial data Actual marketing expenses 
Market size Industry data Estimate of market potential 
Market share Industry data Estimate of revenue potential 
Source: Developed from Australian Marketing Institute 2004; Schultz and Schultz 
2003; Lenskold 2003 and summarized for this research. 
 
These measures are obtained from financial statements and industry data and 
correspond to very specific time boundaries. One criticism of this type of data is that 
it may be difficult to convert this information to a time boundary that conforms to the 
boundaries defined by the marketing investment (Lenskold 2003).  In regards to non-
professional sports events organisations, this limitation may not be as significant, as 
financial data can be recorded for each occurrence of the event, thereby providing a 
clearly defined time boundary. Another criticism of sales measures is that measures 
taken from the financial statements can vary depending on the accounting practices 
of the firm (Srivastava, Shervani & Fahey 1998). For example, how valuation of 
discounts and returns is handled can significantly influence the revenue result. 
 
The advantages of using sales measures are that they have been traditionally used to 
measure financial performance and therefore are easy to understand and no extra 
resources are required to obtain the data. Although the data measure past 
performance, the data provides a potential source of information regarding the base 
case scenario that can be used as a starting point for determining the incremental 
value of future marketing investments (Schultz & Schultz 2003). The low level of 
resources required to use financial measures makes their application particularly 
appealing to non-professional sports event organisations that may have minimal 
available resources.  
 
In the sports event industry, however, the financial data may be harder to compile. 
For example, investments made in-kind (e.g. media, printing and labour) may not 
appear on the financial statements, sponsors may not be willing to share sales 
information, and it may be difficult to account for indirect sales and sales from 
augmented products. Further, the lack of available industry data specific to non-
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professional sports events may make it difficult to develop forecasts and evaluate 
market potential. Therefore, although there are advantages to using sales data, the 
data may not be available to provide a meaningful measure of ROMI. Consequently, 
sales measures, although commonly used, easily quantified in financial terms and 
easily applied, may not be entirely suitable for use in the context of marketing non-
professional sports events. 
 
2.4.2 Consumer based measures 
The second perspective considers the customer as a central and significant 
component of the marketing process. Measures used by marketers that share this 
perspective usually include measures of customer attitudes and behaviours. This is 
largely a consequence of a widely accepted communications model known as the 
Hierarchy of Effects Model proposed by Lavidge and Steiner (1961). This model 
claims consumers progress through three information processing stages in response 
to marketing efforts: cognitive, affective and behavioural stages (Lagae 2005). The 
extant literature in this area contains many examples of organisations, particularly in 
the consumer goods industry, that have adopted this perspective and applied the 
communications model to attract customers (Belch, Belch & Guolla 2005).  
 
Observation and focus groups are widely used techniques for collecting consumer 
based data (Solomon et al. 2005). These qualitative soft measures, however, can not 
be converted into quantitative financial measures of marketing return.  For this 
reason, some marketers adopt quantitative measures, which similarly measure 
customer awareness and attitudes, but use statistical relationships to attempt to link 
the measures with financial outcomes. However, the appropriateness of making these 
linear correlations is questionable. It is agreed by many authors that soft measures 
such as awareness, satisfaction and preference are not the same as exhibited purchase 
behaviour and thus should not be used to measure financial outcomes (Ambler 2003; 
Belch, Belch & Guolla 2005; Lenskold 2003; Schultz 2002).  
 
Despite this consensus, however, some of these same authors recognize that 
consumer based measures can provide insight as to the potential effects of marketing 
activities and in this capacity provide value to the calculation of return on marketing 
investment (Rust, Lemon & Zeithaml 2004; Schultz & Schultz 2003). For example, 
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in determining the effect of future marketing directions on retention it would be 
appropriate to measure the satisfaction of consumers to a proposed change in 
direction. The result would indicate a consumer preference that may or may not 
support the proposed direction. Therefore, although consumer based measures are 
not used in actual ROMI calculations, they can provide insight to support strategic 
initiatives from which financial projections can be estimated (Lenskold 2003). 
Consequently, table 2.4 provides some examples of consumer based measures with a 
brief explanation of how the measures can apply to ROMI calculations to improve 
estimation.  
Table 2.4: Selected consumer based measures 
Selected Measures Source of data Applicability to ROMI 
Customer satisfaction Marketing research Estimate of future retention rate 
Consumer awareness Marketing research Estimate of future purchases 
Customer referrals Marketing research Estimate of referrals on future value 
Customer loyalty Marketing research Estimate of retention rate1 
Website visits Website statistics Estimate of awareness 
1Retention could be measured using behavioural data in which case it would provide 
a hard measure using customer relationship data. 
Source: Developed from Australian Marketing Institute 2004; Schultz and Schultz 
2003; Ambler 2003; Lenskold 2003 and summarized for this research. 
 
It was determined in section 2.2.1 that sports event organisations may already collect 
consumer based data to measure sponsorship effectiveness. However, if these data 
are collected, for example by tracking the amount of media coverage and exposure, 
the assessment of the information is limited (Grohs, Wagner & Vsetecka 2004). In 
fact, Schultz and Schultz (2003) explain that in order to use the data collected from 
consumer based measurements, the data must be analysed and presented in an 
appropriate format. This leads to the conclusion that although consumer based data 
may already exist in the sports event industry (collected most often to measure 
sponsorship returns), the data needs to be analysed and used appropriately in terms of 
its value in calculating ROMI. 
 
As a consequence, for non-professional sports event organisations, consumer based 
measures have some application in the calculation of ROMI, and in some situations 
the data may already be collected to measure sponsorship effectiveness. However, 
collecting the data and appropriately analysing the data for measuring return on 
marketing investment still may be difficult for organisations with limited resources 
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and marketing skills. Indeed, consumer based measures may be used indirectly to 
improve estimation of a ROMI calculation, but it is unclear if non-professional sports 
event organisations have the required resources to effectively collect the needed data 
and undertake the requisite analysis. 
 
2.4.3 Customer relationship measures 
The customer relationship orientation requires the collection and analysis of 
customer data either from a longitudinal consumer database or a cross sectional 
survey (Rust, Lemon & Zeithaml 2004). Analysis of the data involves customer 
profiling usually using complex statistical modelling. These models are continually 
being redesigned to better account for confounding variables such as switching costs, 
risk, competitive forces and the effects of the product life cycle (Hogan et al. 2002). 
Table 2.5 summarizes selected customer relationship measures and indicates how 
these measures can be applied in ROMI calculations. 
Table 2.5: Selected customer relationship measures  
Selected Measures Source of data Applicability to ROMI 
Size and frequency 
of purchase 
Longitudinal 
consumer database 
or cross sectional 
survey data 
Value of future purchases 
Value of future repeat sales  
Market share 
projections 
Value of future cross-sales 
Modelling of 
retention/defection/return 
 
Quality and 
relationship value 
ratings 
Source: Developed from Schultz and Schultz 2003; Rust, Lemon & Zeithaml 2004; 
Ambler 2003; Dwyer 1997 and summarized for this research. 
 
Customer relationship measures will ideally facilitate a more accurate measure of 
ROMI by providing more information for making estimations and projections in 
regards to future value.  Although these estimations can be made without this data, as 
Lenskold (2003) points out, it is generally better to make decisions based on quality 
information than to make decisions based on assumptions. Lenskold (2003) and 
Ambler (2003) also caution, however, that it is important to remember that these 
measurements of future value are still only forecasts and are not actual values.  
 
Measurements of future value are subject to market fluctuations and although the 
measures do consider the influence of several confounding variables, the measures 
do not account for all other possible factors (Rust, Lemon & Zeithaml 2004). Berger 
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et al. (2002) provide numerous models that individually account for possible 
confounding variables, but the literature does not contain examples of how these 
models can be incorporated together to determine ROMI. This is likely a result of the 
complexity of the calculations and the reluctance of consultants to publicize their 
methodologies (Bogomolny 2004; Dwyer 1997). Customer relationship measures, 
therefore, can improve the accuracy of the determination of ROMI with the 
limitation that the measures are only predictions and that complex modelling is 
required that still may not account for all possible confounding variables. 
 
The necessity of collecting large amounts of data to analyse customer relationship 
measures thus requires more resources in terms of financial data collection and 
storage processes as well as a high level of analytical skills. Although technology has 
improved to facilitate collection of large amounts of data, this requirement may limit 
the use of these measures by many non-professional sports event organisations which 
have been characterized by limited resources and skills. Lenskold (2003) provides 
examples of low tech solutions for collecting customer relationship data based on 
sales personnel surveys that may minimize the effect of limited financial resources. It 
needs to be determined, however, if this type of data collection process can be 
applied appropriately by non-professional sports event organisations. Ultimately, if 
the data can be collected and analysed, then presumably non-professional sports 
event organisations could incorporate customer relationship data in the determination 
of ROMI.  
 
It can be concluded therefore, that there is value in using customer relationship data 
to improve the accuracy of a ROMI calculation. However, the required resources 
needed to collect the data such as the development of a longitudinal database or the 
implementation of a cross sectional survey combined with the high level of 
marketing skills required to analyse the data, may result in customer relationship 
measures being unsuitable for application by non-professional sports event 
organisations.   
 
The next section of this chapter uses the information provided in this literature 
review to develop each of the research issues and research sub-issues. 
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2.5 Research Issues 
The literature clearly delineates manageable approaches for application of measures 
of marketing return on investment. At the same time inquiry indicates that measures 
of return on marketing investment are not prevalent within non-professional sports 
event organisations. This may be due to limitations and challenges imposed by the 
characteristics of non-professional sports event organisations. In order to clarify this 
issue, it was the purpose of this study to answer the following research question and 
research issues:  
Question: 
How can non-professional sports event organisations optimize the 
measurement of return on marketing investment?  
Issues: 
RI 1. What measures, if any, are currently used to determine return on 
marketing investments in non-professional sports event organisations? 
RI 2. What characteristics of non-professional sports event organisations 
influence the use of measures required for the determination of return on 
marketing investments? 
RI 3. What data are currently being collected by non-professional sports 
event organisations that could be utilized in measuring return on marketing 
investment? 
 
Additionally each issue is further delimited and clarified by further research sub-
issues. The following section discusses the three research issues and sub-issues that 
flow from this research question. 
 
2.5.1 Research issue one 
RI 1. What measures, if any, are currently used to determine return on marketing 
investments in non-professional sports event organisations? 
It was anticipated that the sports event industry will not have moved beyond the 
application of sales measures and some consumer based measures (if any measures 
are used at all) in the determination of return on marketing investment. Indeed, any 
use of measures of marketing outcomes needs to be established and any 
incorporation of these measures in the determination of return on marketing 
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investment needs to be evaluated. In order to frame the question with more clarity, 
the following research sub-issues were developed. 
RI 1a: What sales data are currently being compiled by non-professional sports 
event organisations? 
RI 1b: What consumer based data are currently being compiled by non-professional 
sports event organisations? 
RI 1c: What customer relationship data are currently being compiled by non-
professional sports event organisations? 
RI 1d: What data (if any) are being used by non-professional sports event 
organisations to evaluate their marketing return on investment? 
 
2.5.2 Research issue two 
RI 2. What characteristics of non-professional sports event organisations influence 
the use of measures required for the determination of return on marketing 
investments? 
This research issue will require evaluating the existing data collection and measures 
used by non-professional sports event organisations, determining if additional data 
measurement is required, and identifying how the industry characteristics could limit 
the ability of organisations to collect the required data. More specifically, this 
research issue requires examining the requirements for implementing a ROMI 
calculation as identified in section 2.3 of this literature review to determine if the 
required resources, industry characteristics and identified strategic objectives limit 
the application of more sophisticated measures used in the calculation of ROMI. The 
following research sub-issues were identified with respect to the specific 
characteristics of non-professional sports event organisations: 
RI 2a. How do financial resources influence the use of measures required for the 
determination of return on marketing investment? 
RI 2b. How do human resources influence the use of measures required for the 
determination of return on marketing investment? 
RI 2c. How do multiple stakeholders influence the use of measures required for the 
determination of return on marketing investment? 
RI 2d. How do product characteristics influence the use of measures required for the 
determination of return on marketing investment? 
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RI 2e. How do target market characteristics influence the use of measures required 
for the determination of return on marketing investment? 
RI 2f. How does organisational strategy influence the use of measures required for 
the determination of return on marketing investment? 
 
2.5.3 Research issue three 
RI 3. What data are currently being collected by non-professional sports event 
organisations that could be utilized in measuring return on marketing investment? 
Answering this research issue requires evaluating the information collected in 
answering the first and second research issues. It is expected non-professional sports 
event organisations will demonstrate a range in their utilization of measurements of 
return on marketing investment depending on their available resources, the 
characteristics of the sports event industry and their chosen strategic objectives. The 
result of addressing this research issue is a proposed methodology that will answer 
the initial research question and determine how non-professional sports event 
organisations can optimize their measurement of return on marketing investment. 
 
2.6 Conclusion 
In this chapter the literature was reviewed on two topics: 1. non-professional sports 
events and 2. return on marketing investment, in order to evaluate how can non-
professional sports event organisations optimize the measurement of return on 
marketing investment? 
 
In order to establish the context for this study, initially it was important to define 
non-professional sports events and identify some distinguishing characteristics. It 
was revealed that sports events can be defined by: the incorporation of participants 
and spectators; having sports as the main content of the event; and, by each event 
having a specific time frame (Pope & Turco 2001). It was also identified that sports 
event organisations are influenced by multiple stakeholders that benefit both directly 
and indirectly from the event. Further exploration distinguished non-professional 
sports event organisations, which include grassroots and performance sports, from 
larger professional sports businesses (O’Reilly & Seguin 2009). It was identified that 
non-professional sports event organisations are limited in their access to funding, 
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rely on a volunteer workforce, and often lack a repository of knowledge as a result of 
inconsistency in governance structures and events that may be held infrequently 
including one-off events. It was further recognized that non-professional sports event 
organisations are similar to many small businesses and not-for-profit organisations 
that also lack specific marketing skills required to implement many management 
processes (McCartan-Quinn & Carson 2003). It was with this background 
understanding of the non-professional sports event context that the concept of return 
on marketing investment was examined. 
 
Measurement is important to all organisations, including non-professional sports 
event organisations, to assist with strategic planning and decision-making (Shaw 
2001). Further, measuring return on marketing investment also enables marketing 
decisions to be made with more accountability and to be communicated using 
terminology common to business decision-makers (Woodburn 2004). However, a 
certain amount of resistance to measurement of marketing activities exists, often as a 
result of the intangible nature of marketing which is felt to make measurement more 
difficult, and the feeling that measurement may exclude creativity (Bodell & Earle 
2004). It has been refuted; however, that by combining creativity with science, and 
incorporating a measure of return on marketing investment, it is possible to make 
creative marketing decisions that are more defensible. All the same, despite the 
benefits, it was revealed that very few organisations engage in a measure of return on 
marketing investment (McKinsey & Company 2009).  
 
In examining non-professional sports event organisations, no research was found that 
specifically discussed the measurement of return on marketing investment. However, 
the research on measuring sponsorship return and economic impact was more 
prevalent and provided some insights to aid this inquiry (Shannon 1999). These 
insights suggest that a culture of measurement may exist in non-professional sports 
event organisations, albeit for measuring sponsorship return and economic impact, 
but measurement is still not commonly applied as a result of a lack of skills, time, 
and a standard industry process (Fullerton 2007). Examining research of small 
businesses further supported these findings and added that small businesses 
particularly lack forecasting skills and often rely on intuition to make marketing 
decisions (Huang & Brown 1999; McCartan-Quinn & Carson 2003). Nevertheless, 
  - 63 - 
as the next section exposed, there is still an opportunity for small businesses and 
potentially non-professional sports event organisations to apply calculations of return 
on marketing investment. Therefore, having established the benefits of measuring 
return on marketing investment, and recognizing that it is likely this measurement is 
not undertaken by non-professional sports event organisations, further examination is 
required as to whether and how non-professional sports event organisations could 
incorporate a measure of return on marketing investment.  
 
The research revealed that simpler methods of calculating return on marketing 
investment are available that would likely be more appropriate for application by 
non-professional sports event organisations. Further, a common marketing process 
exists that incorporates a measure of return on marketing investment (Best 1997). 
However, there are requirements for implementing the marketing process and 
incorporating the calculation of return on marketing investment that may pose some 
challenges for non-professional sports event organisations (Australian Marketing 
Institute 2004; Lenskold 2003). Specifically, it was determined that non-professional 
sports event organisations may be limited in their human and financial resources to 
implement a measure of return on marketing investment. Further, the characteristics 
of the industry, including the relationship of the sports event organisation to its 
customers, the characteristics of the sports product and the chosen organisational 
strategy may all impact the willingness and ability of non-professional sports event 
organisations to incorporate a measure of return on marketing investment in the 
marketing process.  
 
Some specific measures were identified in section 2.4 that could be used in the 
ROMI calculation. The simpler sales measures would likely be easily collected and 
applied by non-professional sports event organisations, but these measures may not 
be the most suitable to use in the calculation. In addition, some consumer based 
measures could be used to improve estimation, and further, the data used for these 
measures may already be collected to evaluate sponsorship return and economic 
impact. Finally, customer relationship measures, although valuable for improving the 
accuracy of the equation, require more resources to apply effectively, and therefore, 
may not be available for use by non-professional sports event organisations. 
However, with limited research existing as to how these measures for determining 
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return on marketing investment apply in the sports event context, further inquiry is 
necessary. Consequently, this section concluded by restating the research question 
and resulting research issues in terms of how the existing knowledge and theory 
reviewed in this chapter will contribute to answering : how can non-professional 
sports event organisations optimize the measurement of return on marketing 
investment?  
The next chapter outlines the methodology that will be applied in order to complete 
this study.  
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CHAPTER THREE – METHODOLOGY 
 
3.0 Introduction 
Chapter 2 introduced and defined non-professional sports events and some of the 
challenges that non-professional sports event organisations may encounter in 
applying existing methods for calculating ROMI. In Chapter 3 the methodology 
applied to complete this research project is discussed. The chapter starts by 
defending the choice of the postpositive research paradigm in section 3.1 and 
justifying the qualitative case study methodology in section 3.2. Next, in sections 3.3 
and 3.4 respectively, the chosen sampling method is justified and the process to be 
used for data collection is outlined. Finally, the limitations of the study are identified 
and information is provided regarding ethical considerations that have the ability to 
impact the results of the study. The chapter concludes with a summary of the 
important decisions taken in Chapter 3. 
 
3.1 Justification for choice of research paradigm 
Research paradigms are defined by Weaver and Olson (2006) as ‘… sets of 
philosophical underpinnings from which specific research approaches (e.g. 
qualitative or quantitative methods) flow.’ (p. 460). A number of research paradigms 
and various categorizations of these paradigms have been identified in the literature. 
Conventional paradigms have been summarized by Guba and Lincoln (1994) as 
follows: positivism; postpositivism; critical theory; and constructivism. In more 
recent literature these same authors identify a growing number of postmodern 
paradigms that do not necessarily correspond to the categories identified in their 
previous research. Examples of these paradigms include participatory and 
cooperative paradigms and the increasing variety of multiple viewpoints that 
‘borrow’ from differing paradigms (Lincoln & Guba 2000, p. 167). Toma (1999) 
proposes a categorization that is flexible in its ability to incorporate some of the 
postmodern paradigms, but is still limited to only four categories: positivist; 
postpositivist; critical; and interpretive. With this lack of consistent categorization 
and intensifying integration of paradigms, an examination of the applicable baseline 
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assumptions can be used to more clearly define the choice of paradigm used in this 
study (Toma 1999). 
 
The study by Guba and Lincoln (1994) identifies three ‘paradigm defining questions’ 
(p. 111) that can be used to contrast the various philosophical bases for each 
paradigm. These questions require defining the ontological, epistemological, and 
methodological assumptions of each research paradigm (Guba & Lincoln 1994). The 
following sections of this study examine each of the assumptions adopted by users of 
the four categories of research paradigms as listed by Toma (1999), and then defends 
the choice of a postpositivist paradigm for this study. The postpositivist (also known 
as the realist) paradigm is one which enables the researcher to consider the context of 
the study in the analysis process and which values the ideals of objectivity and 
facilitates the application of qualitative measures in the discovery process. 
 
3.1.1 Ontological assumptions 
Ontological assumptions define how we view reality. Two distinct views that 
separate paradigms include; 1. an objective reality exists (positivist view); and 2. that 
an objective reality is not really possible (postpositivist view) (Guba & Lincoln 
1994; Toma 1999). Various degrees and versions of the second view of reality form 
the baseline assumptions for numerous alternate paradigms such as critical and 
interpretive paradigms (Toma 1999).  
 
One of the major criticisms of the positivist paradigm is the assumption that 
objective reality exists regardless of the inquiry context and the researcher (Fossey et 
al. 2002). The postpositivist paradigm and alternate paradigms including critical and 
interpretive paradigms, on the other hand, recognize that in order to explain 
observations within theoretical frameworks it is important to investigate the 
underlying processes or mechanisms (May 1993). Consequently, it is not possible to 
isolate reality from the study.  
 
This study will examine the application of theory within the specified context of the 
marketing of non-professional sports events that possess distinctive characteristics. 
These contextual characteristics  will form the foundation of the inquiry which is to 
examine how the context including the available resources, industry characteristics 
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and organisational strategy impact how non-professional sports event organisations 
can optimize the measurement of return on marketing investment. A paradigm, 
therefore, that possesses the baseline assumption that objective reality is actually not 
possible and that the context of the inquiry needs to be considered in the 
interpretation was the most applicable for this study. 
 
3.1.2 Epistemological assumptions 
Epistemology describes the ‘… relationship between the researcher and the 
phenomenon being studied’ (Toma 1999, p. 543). Toma (1999) separates different 
paradigms based on the researcher’s objective versus subjective relationship with the 
subject. In the positivist paradigm, the researcher is able to maintain an objective 
relationship, but in the postpositivist paradigm the researcher recognizes that 
objectivity is not always possible (Toma 1999). Other paradigms view relationships 
as being solely subjective and the focus is on the subject’s understanding and 
interpretation of the environment rather than on the environment itself (May 1993). 
These alternate paradigms do not rely on measures of objectivity. 
 
The postpositivist view which maintains the ideals of objectivity, but recognizes the 
need for subjectivity (Toma 1999) was most applicable for this study. This view 
assumes that objectivity is not possible due to the requirement to study the 
phenomenon in a real-life situation and the inability to control contextual variables 
(Guba & Lincoln 1994), but still expects the research to be evaluated using common 
measures of reliability, validity, and careful methodological processes (Perry 1998).   
 
Postpositivists try to achieve the ideals of objectivity by striving to be neutral in their 
relationship with the subject, valuing the replication of findings, and by 
acknowledging the potential for falsification of hypotheses (Guba 1990; Guba & 
Lincoln 1994). In this study, it is expected the value of the proposed methodology 
will be judged using the ideals of objectivity, and therefore, the methodological 
process outlined in this chapter has been determined with consideration for 
replication, theory falsification, reliability, and validity. In addition, the need for 
subjectivity is acknowledged in the postpositivist view where the real-life situation 
needs to be considered as when examining the processes non-professional sports 
event organisations use to make marketing investment decisions. 
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3.1.3 Methodological assumptions 
Methodological assumptions constitute the third defining question used to determine 
the appropriate research paradigm. Methodological questions ask ‘How can the 
inquirer (would-be knower) go about finding out whatever he or she believes can be 
known?’ (Guba & Lincoln 1994, p. 108).  Positivists use experimental and 
manipulative methods to determine cause and verify theories primarily (although not 
entirely) through deductive logic (Perry 1998; Toma 1999; Weaver & Olson 2006). 
Other paradigms include to varying degrees the contribution of creative discovery 
and inductive reasoning and rely to a greater extent on qualitative methods (Guba 
1990). Postpositivists use a modification of the experimental method that 
incorporates contextual variables and depends more on inductive logic and discovery 
(Guba 1990; Perry 1998). Critical and interpretative paradigms, on the other hand, 
rely heavily on inductive reasoning, the interaction between the researcher and 
subject is explicit and the researcher’s interpretation of the phenomenon being 
studied is valued in the methodological process (Guba & Lincoln 1994; Neuman 
2003). 
 
In this study, contextual variables were not controlled or manipulated, as would be 
done in the positivist paradigm, but instead form important components of the 
discovery of the new model. Inductive logic is used predominantly to build on 
existing theory, as opposed to theory testing or building theory from scratch (Perry 
1998).  Qualitative methods are used to validate the influence of the context, but 
unlike the critical and interpretive paradigms, the researcher does not interact 
explicitly with the subject, but maintains the ideals of objectivity to verify the 
researcher’s interpretations and findings. The postpositivist paradigm, therefore, is 
the most consistent with the methodological assumptions required for this study. 
 
The research available on the marketing investment decision-making process of non-
professional sports event organisations is limited, and the existing theory on 
measuring return on marketing investment is extended to a new application where 
the understanding of the real-life situation is unclear. With a more complete 
understanding of the situation and clear theory that can be objectively tested, a 
positivist paradigm could be adopted; and where the theory was being built from 
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scratch, the critical or inductive paradigms could be used. But for this study, where 
theory on the measurement of marketing return is already developed, but the context 
where the theory will be applied is unclear, a postpositivist paradigm is appropriate. 
Hence, the postpositivist paradigm enabled the researcher to use more inductive logic 
to modify and build theory which is applicable to the real-life context of non-
professional sports events. 
 
The postpositivist paradigm most accurately characterizes all three baseline 
assumptions that guided the choice of paradigm used in this study. These 
assumptions can be summarized as follows: 
• the context of the inquiry is considered; 
• the ideals of objectivity are valued; and 
• deductive logic and inductive theory building are applied in the process of 
discovery. 
The remaining sections of this chapter detail explicitly how these three assumptions 
were incorporated in the methodological process. 
 
3.2 Justification for choice of a qualitative case study methodology 
The three baseline assumptions adopted by the postpositivist paradigm can be 
achieved by applying a qualitative case study research design. The following section 
explains the justification for using qualitative case studies. 
 
3.2.1 The application of qualitative evidence 
Leedy and Ormrod (2005) provide a simple distinction between quantitative and 
qualitative research methods: 
• quantitative methods are applied to establish relationships and confirm 
theories;  
• qualitative methods are applied to ‘seek a better understanding of complex 
situations’ (p. 95).  
Combining qualitative and quantitative data can prove to be synergistic (Eisenhardt 
1989). Where qualitative evidence can provide understanding of complex 
relationships and suggest the development of theory, quantitative evidence can 
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corroborate the findings and provide a check to ensure the researcher’s 
interpretations are correct (Eisenhardt 1989).  
 
The nature of the research question and resultant issues identified for this study 
indicated a qualitative research design would be most effective and would achieve 
the most satisfactory result. In this study, prior theory is adapted to a new context. 
Research on the process of implementing a calculation of ROMI is available in the 
literature, but only minimal research has been conducted on the marketing of non-
professional sports events, and no research is available specifically on how non-
professional sports event organisations have applied ROMI calculations. A study 
such as this, therefore, that focuses on understanding how a process works in a new 
complex situation rather than on an outcome or final product is more likely to favour 
the application of a qualitative study (Patton 1987; Yin 2003).  
 
Qualitative research is required to gain further understanding of the non-professional 
sports events industry and how existing measures of return on marketing investment 
are currently applied in this new context. Theory building is required to adapt the 
existing theory to a new situation (Perry 1998). The result of this study is a proposed 
method adapted from an existing method for which some evidence supports the 
adoption of the method, but further empirical testing may be required. Qualitative 
evidence was favoured for this study as it provides a method for further 
understanding the non-professional sports event organisation marketing decision-
making process which is required to answer the research problem. 
 
Qualitative evidence may have proved the most applicable to answering the research 
problem, but quantitative evidence should not be disregarded, as this type of 
objective evidence can still be applied to specific aspects of the study to corroborate 
the researcher’s findings and interpretations (Eisenhardt 1989). For example, the 
researcher’s interpretation of the sports event organisation’s skills can be 
corroborated with objective data that measures the number of years of education and 
experience. Consistent with the postpositivist paradigm, therefore, qualitative 
research provided the predominant form of evidence used to build the case studies, 
but quantitative research was still collected to assist in interpreting and corroborating 
the findings. 
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3.2.2 Applying the case study method 
Yin (2003) identifies three conditions that can be used to distinguish between 
different research strategies. These conditions include: 
1. the form of the research question; 
2. the extent of control over behavioural events; and 
3. the degree of focus on contemporary events. (Yin 2003) 
Answering each of these three questions suggested a case study was the most 
appropriate method to complete this research project. 
 
The form of the research question for this project is a ‘how’ question that asks how 
can non-professional sports event organisations optimize the measurement of return 
on marketing investment? Exploratory research can be used initially to help clarify 
the situation and more precisely define the problem requiring further inquiry (Yin 
2003). An exploratory study can be conducted using case studies, surveys or 
historical analysis (Yin 2003). However, in order to understand how the 
characteristics of non-professional sports event organisations will impact the 
measures used in the determination of return on marketing investment, a more 
complex study incorporating explanatory research was needed.  
 
According to Yin (2003) and Perry (1998) ‘how can’ questions answer how a 
proposed theory can solve the research problem and these types of questions are 
likely to favour the use of case studies. Surveys and historical analyses, on the other 
hand, are favoured when the situation does not require as much explanation and are 
used to describe the situation or predict an outcome (Yin 2003).  Leedy and Ormrod 
(2005) describe case studies as useful to learn more about an unknown or poorly 
understood situation, such as for example, the specific characteristics of non-
professional sports event organisations that may influence measuring return on 
marketing investment. The research question for this study requires learning more 
about the situation and follows the ‘how can’ form suggesting a case study is 
appropriate to examine how existing theories can be applied in an unknown or poorly 
understood situation. 
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The extent of control over behavioural events and the degree of focus on 
contemporary as opposed to historical events also suggest the application of a case 
study methodology. According to Yin (2003) ‘The case study is preferred in 
examining contemporary events, but when the relevant behaviours cannot be 
manipulated’ (p. 7). Relevant behaviours can be defined as the context within which 
the study is being conducted. Using an experimental methodology would require 
control over the behavioural events in order to identify a cause-and-effect 
relationship (Leedy & Ormrod 2005). In this research project, it is not possible to 
control the behavioural events influencing the marketing of non-professional sports 
events. Yin (2003) describes the case study research method, therefore, as a desirable 
method to ‘investigate a contemporary phenomenon within its real-life context, 
especially when the boundaries between phenomenon and context are not clearly 
evident’ (p. 13). This qualification matches the purpose of this study, which is to 
examine contemporary methods for measuring return on marketing investment 
within the real life context of marketing non-professional sports events.  
 
The three conditions identified by Yin (2003) for determining the appropriate 
research strategy, therefore, all suggested the case study methodology was 
appropriate for answering the research problem identified in this study. The form of 
the research question required explanation and further understanding of the 
phenomena being studied, it is not possible to control the behavioural events 
influencing the marketing of non-professional sports events, and the focus of the 
research is on contemporary events and not historical events. The following section 
describes the application of the case study research methodology in more detail. 
3.3 Sampling method used to select cases 
Designing case studies requires determination of the boundaries of the case study, 
selecting an appropriate unit of analysis and then applying this information to 
identify appropriate cases (Yin 2003). The key factor in determining this information 
is examining the research question and deciding what unit or entity the researcher 
will say something about at the end of the evaluation (Patton 1987). The research 
question for this study investigates existing measures for calculating ROMI as they 
apply to non-professional sports event organisations. Events are defined by Pope and 
Turco (2001) as having a time limit. For this study, therefore, the time boundary was 
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defined as the duration of the marketing process associated with a particular event. 
This time boundary does not exclude the impact on expenditures and revenues of 
other activities that are not directly associated with the marketing of the event and 
that may occur outside of the time frame of the study, for example previous 
competition results. Although these other activities occur outside the time frame of 
the study, they are still influential on the marketing process of the event and therefore 
occur within the boundaries of the study. The objective of the research is to explore 
the application of the measures as they apply to specific sports event organisations, 
so the appropriate unit of analysis was determined to be an individual sports event. 
 
Having determined the boundaries and unit of analysis of the study the next step was 
to determine the case study design. Yin (2003) proposes using either a single or 
multiple-case design. A single case design is commonly used when a case represents 
a unique or extreme case or when testing a single case on a well-formulated theory 
(Yin 2003). A single unique or extreme case is not applicable for this study, and 
although the research question does propose evaluating well-formulated theory and 
extending this theory to a new set of circumstances, a single case design may not be 
sufficient to adequately cover the broad range of possible situations within the 
context of non-professional sports events. Therefore, a multiple-case design was 
applied. 
 
Selecting appropriate cases for a multiple-case design is not usually based on 
statistical representation of the population, but instead is based on selecting cases 
with known features or characteristics that will enable the researcher to undertake 
detailed exploration of the phenomenon being studied (Ritchie & Lewis 2003). The 
number of cases selected is influenced by a number of factors, and there is no precise 
guide to the number of cases required (Perry 1998). One factor that can influence the 
number of cases selected is the capacity to demonstrate replication logic. Replication 
logic is explained by Yin (2003) as being similar to multiple experiments designed to 
confirm or contradict an initial proposition. This is distinguished from random 
sampling logic which is designed to adhere to statistical diligence (Eisenhardt 1989).  
Eisenhardt (1989) claims ‘the goal of theoretical sampling is to choose cases which 
are likely to replicate or extend the emergent theory’ (p. 537). The number of cases 
selected for this study, therefore, was influenced by the need to demonstrate 
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replication logic to confirm or contradict the initial propositions of applying the 
proposed measures used to calculate ROMI. 
 
Replication logic can be achieved by purposefully selecting cases to confirm or 
contradict initial propositions (Yin 2003). This type of sampling is termed as 
purposive sampling (Patton 1987). Many approaches can be used for purposive 
sampling. One approach is to select cases with maximum variation. Patton (1987) 
describes the value of this type of purposeful sampling which maximizes 
heterogeneity as providing detailed case descriptions that document uniqueness yet 
also identify significant shared patterns. 
 
Another sampling method that is used more commonly and is less desirable is 
convenience sampling (Patton 1987). Convenience sampling is based on choosing 
samples with which the researcher has easy access (Patton 1987; Ritchie & Lewis 
2003). Selecting a non-probability sample that focuses on cases with known features 
and characteristics can be done by purposefully selecting a sample from the initially 
defined population. This sample can be found by choosing cases the researcher is 
familiar with and has easy access provided the cases possess the necessary 
heterogeneity to demonstrate replication logic. In order to mitigate the obvious lack 
of strategy employed in convenience sampling, yet still facilitate the researcher to 
effectively complete the study, a combination of these sampling methods was 
employed. In this study, a non-probability sample was purposefully selected based on 
known features and characteristics identified from a convenient selection of non-
professional sports events in Canada. 
 
Heterogeneity in terms of non-professional sports events can be delineated using 
three different methods of categorizing sports. The first method is to categorize non-
professional sports events based on variations in their organisational structure and 
access to government funding as discussed in section 2.1.1.1. It is expected that 
organisations with varying degrees of dependence on volunteer labour will have 
different available skills and knowledge; and organisations with varying access to 
government funding will result in different levels of financial resources.  
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Two other categories which may further influence the available resources of non-
professional sports event organisations include the level of the event and the type of 
sport. It is expected that larger events and more popular sports would have more 
available resources for example through increased sponsorships and ticket sales.   
 
All the selected events used as case studies will need to be classified within the 
definition of sports events, (i.e. having participants, venues, spectators, a time limit 
and occurring in a program or series (Pope & Turco 2001), but the variation of sports 
events described within this definition can be delineated using the three different 
methods of categorizing non-professional sports events. The following sections 
describe how each of these three categorizations was applied to select case studies 
that maximize heterogeneity. 
 
3.3.1 Organisational Structure 
The first categorization required for ensuring heterogeneity in the selected cases is 
the distinction in structure of sports event organisations. O’Reilly and Seguin (2009) 
identified two categories of sports relevant to non-professional sports events (see 
section 2.1.1.1). These categories include: 
• performance sports including national, provincial and territorial sport 
organisations and university and college sport; and  
• grassroots sports that are often based around local communities and are the 
starting place for future performance athletes and provide a place for 
participation in sports for the general public (O’Reilly & Seguin 2009). 
 
Within these categories there can be organisations that are operated both for-profit 
and not-for profit. Consequently, the categories of organisational structure identified 
for this study include the following: 
1. for-profit sports events operated by private enterprises but excluding professional 
sports (for-profit organisations); 
2. not-for-profit sports events organised and funded by various levels of government 
(sports associations); and  
3. not-for-profit sports events usually operated as volunteer organisations at the 
grassroots level (volunteer organisations). 
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It is anticipated that the industry characteristics will be similar for all three types of 
organisations, but the available financial resources, level of marketing skills, and 
organisation strategy may vary. Representation of each organisational structure, 
therefore, was included in this study as representative of the heterogeneity found in 
the structure of non-professional sports event organisations.  
 
3.3.2 Level of sport 
Shani and Sandler (1996) propose a sports event pyramid that can be used to classify 
sports into five levels: 1. global, 2. international, 3. national, 4. regional and 5. local 
(see section 1.4). Events are classified using the pyramid based on the width 
(geographic reach) of the event and the depth (level of interest) (Shani & Sandler 
1996). It is expected that larger events will have more available resources, for 
example by being able to attract larger sponsors and more skilled volunteers. The 
only true global events identified by Shani and Sandler (1996) are the Olympics and 
World Cup Soccer. Global events are not regularly hosted by one country, but move 
to different locations and their sheer size and likely resource capacity may distort the 
results.  
 
Even international events are scarce as they are bounded only by one dimension, 
either width or depth. Examples given of international events include Wimbledon 
Tennis, and the Pan-American Games (Shani & Sandler 1996). National events are 
more frequent and include most national championships and events that involve more 
than one country but have limited depth. Regional and local events are limited 
further geographically.  
 
In terms of level of sports events; international, national, regional and local events 
are all relevant classifications that can be applied to delineate non-professional sports 
events. A further consideration for selecting cases to use for this study in regards to 
the level of sports event is that many local events are often too small to strategically 
implement a marketing budget, and thus would not benefit from measuring return on 
marketing investment. Consequently, half the events selected as cases for this study 
were regional and the other half were a combination of national and international 
events. This focus is consistent with the trend in the sports event industry in Canada, 
which is an increasingly large number of single sport events hosted in smaller 
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communities (Canadian Sport Tourism Alliance 2006) balanced by the combination 
of national events and a scarce number of international events (Shani & Sandler 
1996).  
 
3.3.3 Type of sport 
It is possible that variation may exist in the type of sport as a consequence of the 
increased draw that may be dependent on the nature or popularity of a specific type 
of sport. The type of sport can be defined using three different descriptors.  These 
include the degree of competition defined by descriptors such as competitive, 
recreational and leisure (Zauhar 2004), the athletic platform defined as leagues, 
teams or individuals (Shank 2005), and the specific sport selected for example tennis, 
running or hockey (Shani & Sandler 1996). An event could be described using any 
combination of these three types of descriptors, for example a recreational hockey 
league or a downhill ski competition. In order to ensure heterogeneity in the type of 
sport, there must be representation in the case organisations from non-professional 
sports events that reflect differences on all three of these characteristics of type. 
 
The first characteristic, degree of competition, can be differentiated by sports that 
require participants to qualify in order to compete versus sports that are open for 
anyone to register. In addition to participants, spectators also can vary depending on 
whether they can view the event freely or must pay to view the competition. In order 
to ensure a heterogeneous sample, the case organisations selected for this study 
included representation from events with open and invitational registration, and free 
and paid spectators. In addition, the sample was equally split between team and 
individual events with representation from leagues that organise individual or team 
events. 
 
Finally, the cases selected were predominantly chosen from sports within the top 15 
most popular sports in Canada and there was representation from the five most 
popular participation sports (Bloom, Grant & Watt 2005). Popular sports have more 
resources through larger membership and registration fees, ticket sales and corporate 
sponsorships. The most popular sports in terms of participation in Canada include ice 
hockey, golf, baseball, skiing and soccer (Bloom, Grant & Watt 2005).  
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According to Bloom, Grant and Watt (2005) nearly 100 sports are played in Canada, 
but participation is strongly concentrated on only about one dozen types of sports. 
However, sports events include not only participants, but spectators and volunteers. 
Consequently, a more comprehensive understanding of the popularity of a sport 
should include all three types of involvement. In table 3.1, involvement of 
participants, spectators and volunteers is combined to determine the top 15 most 
popular sports in Canada. Ice hockey is still the most popular sport followed distantly 
by soccer, baseball, basketball and volleyball.  
 
Table 3.1: Top sports in Canada 
Sport % adult 
population1 
1. Ice hockey 32.0 
2. Soccer 19.7 
3. Baseball 15.1 
4. Basketball 10.5 
5. Volleyball 9.6 
6. Golf 6.9 
7. Swimming 5.4 
8. Football 4.9 
9. Skiing 4.7 
10. Curling 4.6 
11. Cycling 4.4 
12. Tennis 3.5 
13. Bowling 3.3 
14. Running 3.0 
15. Skating 2.6 
1
 Combined involvement of participants, volunteers and spectators 
Source: Summarized from Bloom, Grant & Watt 2005. 
 
 
3.3.4 Pilot study 
A pilot study was used to help formulate the data collection procedures. The pilot 
study was also included as one of the case organisations. According to Yin (2003) 
the selection of a pilot study is often based on convenience. Selecting a convenient 
pilot study enabled the researcher to form a prolonged relationship with the case 
participants. Yin (2003) claims ‘The pilot case study can be so important that more 
resources may be devoted to this phase of the research than to the collection of data 
from any of the actual cases’ (p. 79). A convenient pilot study was selected to 
participate in this research project that was also representative of the dimensions 
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used to describe heterogeneity in the population. The pilot case study was a for-profit 
organisation operating a national/international event. 
 
3.3.5 Case selection 
The pilot case and additional potential case studies were invited from across Canada 
to participate in this research project. The cases were identified by the researcher and 
an initial background check was done to ensure the cases were within the population 
of non-professional sports events. Of the initial thirty potential cases contacted, only 
twelve cases participated in the study. Section 4.1 describes in more detail why 
potential cases did not participate in the research project. Section 3.4 explains how 
participants from each case were selected and how the data was collected. 
 
Table 3.2 lists the distribution of cases selected for this study in terms of the third 
dimension: type of sport. Table 3.3 illustrates the distribution of cases selected for 
this study in terms of two dimensions: 1. organisational structure; and 2. level of 
sport.  
 
Table 3.2: Distribution of cases studies with respect to variation in type of sport 
Degree of competition # Total 
Participants – invitational 5 12 Participants – open 7 
Spectators – pay 3 12 Spectators – free 9 
Athletic Platform   
Individual 5 
12 Team 4 
League 3 
Specific Sport Selected   
Hockey 2 
12 
Soccer 1 
Baseball 2 
Golf 1 
Skiing 1 
Curling 1 
Other sports (not identified in the top 10 sports in Canada 
by Bloom, Grant & Watt (2005) and including action 
sports and more diverse fitness activities: 
o Open water swimming 
o Mountain biking 
o Long distance running 
o Triathlon 
4 
Source: Developed for this research. 
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Table 3.3: Number of cases in terms of organisational structure and level of event  
 Regional National/ International Total 
For-profit Organisations 2 2 4 
Sports Associations 2 2 4 
Volunteer Organisations 2 2 4 
Total 6 6 12 
Source: Developed for this research. 
 
 
3.4 Data collection process 
Qualitative research can be used to gain new insights and understanding of a 
particular problem and case studies are especially suitable for this situation (Leedy & 
Ormrod 2005). Data collected for case studies typically combines multiple methods 
including interviews, observations and archival sources (Eisenhardt 1989). Both 
interview data and data from supporting documentation were collected for this study. 
The interview data were collected from individuals involved in marketing the sports 
event. The supporting documentation was collected from each case organisation to 
verify the findings from the interviews. Collecting data from multiple sources 
improves the validity of the findings by corroborating the evidence using a process of 
triangulation (Yin 2003). Validity is discussed in more detail in section 3.6. The 
following section outlines in detail the process used for data gathering. The first 
section describes the case study protocol, the second section details the process used 
to develop the interview questions and probing questions, and the third section 
describes the data collection process used for gathering supporting documentation. 
 
3.4.1 Case study protocol description 
The case study protocol details the procedures that were followed during the data 
collection process. Detailing the protocol provides the researcher with an opportunity 
to expose any potential problems with the process, and it can also improve the 
reliability of the research findings (Perry 1998). The protocol includes a brief 
overview of the case, the field procedures used, the interview process followed, and a 
guide for data reporting (Yin 2003).  
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3.4.1.1 Case Overview 
The background for the study described in Chapter 1 and the review of the relevant 
literature contained in Chapter 2 form the basis for the research question and 
resultant issues that were used to guide the data collection process. The form of the 
research question dictated the need to conduct in-depth interviews to help clarify the 
context within which non-professional sports events are marketed. Initially one in-
depth interview was conducted with a participant from each case organisation. The 
research issues determined the questions contained in the interview guide used to 
conduct the in-depth interviews. Each participant was given a transcript of the 
interview to review and confirm the accuracy of the data. These data were then 
analysed and the case participants were contacted again, given a copy of the results 
of the analysis, and asked to complete a follow-up convergent interview. The 
following section details the field procedures used for collecting data. 
 
3.4.1.2 Field procedures 
The same procedures were followed to contact the pilot study participant and each of 
the case study participants. An initial telephone call was made to a member of the 
event organizing committee or staff to determine the most appropriate contact person 
or persons within the organisation for participating in the study. One contact person 
was identified by each case. The suggested contact person was then telephoned and a 
script was used as a guide to ensure the same information was provided to each 
contact (see Appendix A).  The general format for the script included an 
introduction, an invitation to participate, an overview of the requirements of 
participation, information regarding confidentiality, contact information for further 
questions, and an outline of the expected benefits from participating. In most cases, 
particularly the not-for-profit organisations, board approval was required before the 
contact person could agree to participate in the study. Once approval was obtained, a 
suitable time and location for the interview was arranged. If it was not possible to 
meet the participant personally a suitable time for a telephone interview was 
arranged. 
 
Each participant was forwarded a consent form and the interview questions prior to 
conducting the interview (see Appendix B and Appendix C respectively). The 
consent form reiterated the purpose of the study, outlined the expectations of 
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participating, delineated the obligations of the researcher in regards to data 
confidentiality, provided contact information, stated that participation is voluntary 
and requested that the interviews could be audio taped. Prior to the start of each 
interview, the researcher ensured the participant approved and signed the consent 
form. The second interview with the case participant was also initially arranged by 
telephone and the participant was sent a copy of the proposed model to review in 
advance. A convergent interview process was used to conduct the second interview 
where each interview started off in an unstructured way, but each progressive 
interview became more structured as probe questions were developed based on the 
opinions and topics which emerged from previous interview participants (Riege & 
Nair 2004). 
 
3.4.1.3 Interview process 
An interview guide was developed for the first interview to ensure that all the 
relevant topics determined by the research issues were covered during the interview 
(Yin 2003). This guide was sent to the participant in advance of the interview. The 
specific structure and format for the questions included in the interview guide were 
prepared by the researcher in consultation with faculty advisors and the pilot study 
participant. A second copy of the interview guide was prepared that also contained 
probing questions and lists of potential supporting documentation to ensure the 
researcher collected the required data (Yin 2003) (see Appendix D). The details 
regarding the development of the detailed interview guide are provided in section 
3.4.2 of this chapter and the details regarding the collection of supporting 
documentation are included in section 3.4.3.  
 
The second interview used a convergent process that required the participant to 
provide feedback and comments with respect to applying the proposed model. 
Significant topics identified by the participant were then developed into probing 
questions to be used in subsequent interviews with the remaining case organisations. 
The full list of convergent interview questions is provided with the results in Chapter 
4. 
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3.4.1.4. Data reporting 
The field notes collected during the interview process and any supporting 
documentation relevant to the participant organisation were coded, catalogued, and 
stored in a data warehouse. Transcriptions of audio tapes were provided to 
participants for their review and also included in the warehouse. A case report was 
written for each case organisation based on the collected data. Content analysis and 
cross-case analysis were used to match shared patterns and identify common themes 
in the data. This information was used to consolidate and modify existing measures 
used for calculating return on marketing investment and propose a methodology for 
incorporating a calculation of ROMI in the marketing process. Convergent 
interviews were then used to evaluate the applicability of the proposed methodology. 
A more detailed account of the data analysis procedure is provided in section 3.5 of 
this chapter and the findings and analysis are recorded in Chapter 4 of this study. 
  
3.4.2 Interview guide development process 
Interviews often provide the most important source of information for case studies 
(Yin 2003). Patton (1987) identifies three approaches to collecting qualitative data 
using interviews: 
1. the informal conversational interview; 
2. the general interview guide approach; and 
3. the standardized open-ended interview (p. 109).  
 
Each approach has different advantages and disadvantages with respect to the data 
collected. The informal conversational interview is very responsive as the questions 
are developed as the interview progresses, but the data are often difficult to analyse 
because of the substantial variation in interview questions and thus the responses 
(Patton 1987). The general interview guide approach helps make interviewing 
different people more systematic by ensuring that all relevant topics are discussed, 
but it still enables enough flexibility to probe for individual opinions and experiences 
(Patton 1987).  
 
The standardized open-ended interview is much more restrictive and requires the 
interviewer to follow carefully scripted questions. This type of interview is 
particularly useful in minimizing bias in the responses and variation if there are 
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multiple researchers, but it reduces the amount of flexibility in developing topics 
(Patton 1987). For this study, which required flexibility in the interview process to 
gain further understanding of the characteristics relevant to marketing non-
professional sports events, the guided interview and a variation of the informal 
conversational interview were applied. The factors that lead to choosing these two 
types of interviews are now discussed. 
 
The first interview conducted with the case participants used the guided interview 
approach. This approach was chosen to enable the researcher to respond to the 
participants’ opinions and expand questioning on specific topics. The interview guide 
ensured that all topics divulged in the literature review as being requirements for 
determining return on marketing investment were covered during the interview. It 
also enabled the researcher to expand on issues identified by the participants as being 
important using probing questions. Finally, using a semi-structured approach to 
gathering the data facilitated a systematic process to be applied during the data 
analysis phase of the project. 
 
The second interview used a convergent interview process. Convergent interviewing 
was a term first used by Dick (1990) to describe a qualitative interviewing technique 
with a structured data analysis process (Rao & Perry 2003). Convergent interviews 
are often conducted for two purposes: 1. to structure qualitative information from a 
relatively unknown area of research; or 2. in the early stages of a research project to 
help establish the research problem (Jepsen, Rodwell 2008; Rao, Perry 2003; Riege 
& Nair 2004). The convergent interview process was selected for this project for the 
first reason; to structure qualitative information from the unknown area of using 
marketing measures to determine return on marketing investment in the context of 
non-professional sports events. Jepsen and Rodwell, (2008) describe how convergent 
interviews can be used to reveal central issues and explore relationships between 
areas of interest. The convergent interview process used in this study enabled the 
researcher to identify and explore previously unknown issues relevant to the 
applicability of the proposed methodology to the non-professional sports event 
industry.  
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The process used for convergent interviewing is iterative (Riege & Nair 2004). 
Initially a very broad question is posed that enables the interviewee to respond 
openly (Jepsen & Rodwell 2008). When central issues are revealed following the 
initial question, the interviewer can then ask more focused probe questions. In 
subsequent interviews, these probe questions are use to confirm convergence or 
divergence on the central issues that have been revealed in previous interviews 
(Jepsen & Rodwell 2008). When confirmation is achieved, the data collection 
process is complete (Rao & Perry 2003). When selecting samples for convergent 
interviews, the focus should be on the difference between the participants (Jepsen & 
Rodwell 2008). Focusing on differences ensures that the central issues are consistent 
across the range of heterogeneity defined in the sample. 
 
In this study, the initial broad question was designed to reveal issues central to the 
applicability by the case organisations of the proposed methodology for measuring 
return on marketing investment. Subsequent probe questions were then used to 
confirm the nature of these central issues. In this study, all case organisations in the 
sample were invited to partake in the convergent interview process. This was done to 
ensure all central issues were revealed across the range of different case 
organisations represented in the sample. A description of the development of the 
questions used during the convergent interview process is provided in section 4.2.2. 
 
In order to ensure that data were collected relevant to each research issue, table 3.4 
associates each of the research issues with the corresponding interview data 
collection points. 
 
3.4.3 Supporting documentation collection process 
Supporting documentation collected for this study consisted of publicly available 
information, customer data collected by the event organisers, and other data 
identified as components of the marketing measures used in the determination of 
return on marketing investment. The purpose of collecting this information was to 
support the information collected during the first guided interview and thereby 
contribute to the credibility of the data analysis (Carson et al. 2001). Patton (1987) 
points out sometimes these different types of data are corroborative, but other times, 
the different sources of data may lead to inconsistencies.  
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Table 3.4: Research issues listed with corresponding interview data collection 
points. 
Research Issues Relevant Concepts 
Identified in the 
Literature Review 
Corresponding 
Interview Guide 
Question Numbers 
RI 1. What measures, if any, are 
currently used to determine return 
on marketing investments in non-
professional sports event 
organisations? 
Production and Sales 13, 17a - 17f 
11, 
12, 
17t 
Consumer Based 14, 17g - 17l 
Customer Relationship 15, 17m - 17s 
RI 2. What characteristics of non-
professional sports event 
organisations influence the use of 
measures required for the 
determination of return on 
marketing investments? 
Resources 8, 10, 13b, 14b, 15b, 16 
18 Industry Characteristics 2, 3, 4, 5, 6 
Organisational 
Strategy 1, 7, 9 
RI 3. What data are currently being 
collected by non-professional 
sports event organisations that 
could be utilized in measuring 
return on marketing investment? 
 Analysis of interview 
results 
Source: Developed for this research. 
 
 
To enhance the credibility of the research, it is important in the data analysis process 
to identify the consistencies and be sure to acknowledge reasonable explanations for 
any differences (Patton 1987).  Table 3.5 outlines sources of supporting 
documentation collected relevant to specific interview questions. 
 
Table 3.5: Potential interview collection points for supporting documentation. 
Interview Section Interview 
Questions 
Potential Secondary Data Sources 
Background 
Information 
1, 2, 3, 4, 5  Brochures, Website pages, Mission 
statements, Lists of sponsors 
Marketing Data 
Collection 
13, 14, 15 Financial statements, Customer 
transaction records, Customer surveys, 
Market research results, Database lists 
of fields 
 Source: Developed for this research. 
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3.5 Data analysis strategy 
Analysis is defined by Patton (1987) as ‘…bringing order to the data, organizing 
what is there into patterns, categories and basic descriptive units’ (p. 144). Neuman 
(2003) expands on this definition and explains that not only does analysis require 
organizing data and finding patterns, but also requires ‘… using models to present 
what is found in the data’ (p. 419). This definition of analysis indicates three distinct 
steps are required to complete the analysis process. The first step is to organise the 
data by preparing the case record. The second step is to categorize the data and the 
third step is to logically present the data (Neuman 2003; Patton 1987).  
 
Although these steps are listed sequentially, in fact, data collection and data analysis 
followed a more iterative process moving back and forth not just between the 
collection phase and the analysis phase, but also within the analysis phase between 
the three steps (Miles & Huberman 1994). The following sections outline how each 
of the three steps in the analysis phase was carried out in this study. 
 
3.5.1 Preparing the case record 
The case record brings together the raw data and organises the information either 
chronologically or thematically (Patton 1987). Preparing a case record, also referred 
to as writing the case report, enables the researcher early in the analysis process to 
organise the large volume of data that is associated with case study research 
(Eisenhardt 1989). Themes can be used to organise the data. The themes can be 
derived from the research question and concepts in the literature relevant to each 
research issue (Neuman 2003). Yin (2003) recommends including an annotated 
itemization of all the documentary evidence relevant to each case in the respective 
case reports. The case report, therefore, becomes a record of all the data collected 
and stored in the data warehouse.  
 
For this study, the case report was structured following a similar grouping of data as 
is used in table 3.4. At the broadest level the data were grouped by its relevance to 
each research issue, and then within that level the data were organised according to 
the relevant concepts identified in the literature review. Each case record provided a 
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complete view of each individual case.  A summary of the case record for each case 
organisation is included in Appendix E. 
 
3.5.2 Categorizing the data 
Categorizing data requires combining and differentiating the data that have been 
collected in order to formulate conclusions (Miles & Huberman 1994). 
Categorization is the first step in undertaking an analysis of the content and can be 
done using a coding system (Carson et al. 2001). Codes are descriptive labels that are 
assigned to pieces of information (words, phrases, sentences or whole paragraphs) 
(Miles & Huberman 1994). The codes can be derived inductively from the data, 
prescribed by the analyst or developed from a combination of each method (Carson 
et al. 2001; Patton 1987). Miles and Huberman (1994) suggest that a start list of 
codes prescribed by the researcher forces the analyst to link the data to the research 
issues and concepts defined in the literature review. These same authors also note, 
however, that ‘the analyst should be ready to redefine or discard codes when they 
look inapplicable, overbuilt, empirically ill-fitting, or overly abstract’ (Miles & 
Huberman 1994, p. 65).  
 
Coding can be applied at three different levels of analysis. The first level is purely 
descriptive, the second level is more inferential, and the third level requires finding 
patterns that can then be used for cross-case analysis (Miles & Huberman 1994). A 
start list was derived for this study from the research issues and relevant concepts in 
the literature review. This list was then modified during the coding process to include 
more inferential codes and codes denoting patterns in the data. Coding was facilitated 
using ATLAS.ti 5.0. ATLAS.ti  is a qualitative data analysis software package that 
enables the user to assign codes to text and then explore, connect and analyse data 
based on the assigned codes.  
 
3.5.3 Presenting the data 
Content analysis undertaken using a coding process can expose the relevant themes 
and shared patterns found in the data from the case organisations (Patton 1987; Yin 
2003). In order to draw conclusions from the analysis, the data must be presented in a 
format that facilitates comparisons of multiple variables. Miles and Huberman (1994) 
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suggest that data displays using matrices and networks present data in a more 
sophisticated way than straight textual accounts.   
 
A matrix or network can display the full data set systematically and can be arranged 
to reveal obvious similarities, differences, patterns and trends (Miles & Huberman 
1994). Patton (1987) cautions that with qualitative research the researcher must make 
judgments about the significance of the analysis. Miles and Huberman (1994) claim 
that data displays can reduce the likelihood of making unsupported judgments’ by 
presenting the full data set in a more coherent manner. Matrices and networks were 
used in this study, therefore, to display both the within case themes and the cross-
case patterns identified during the coding process.  
 
3.6 Evaluation of Research Methods 
Qualitative research should be evaluated using criteria that are consistent with the 
applicable research paradigm (Fossey et al. 2002). Traditional scientific measures 
that emphasize objectivity are consistent with the postpositive paradigm which was 
deemed to be the appropriate paradigm for this project (Patton 2002). Yin (2003) 
identifies four tests commonly used to measure traditional scientific research and 
then explains how these measures can be adapted to case study research. The 
measures identified by Yin (2003) include three tests for validity and one test for 
reliability. The following section discusses the application of each of the four tests to 
this study and describes the relevant methodological processes. 
 
3.6.1 Construct validity 
Construct validity is defined by Graziano and Raulin (2000) as ‘The degree to which 
the theory or theories behind the research study provides the best explanation for the 
results observed’ (p. 186). According to Yin (2003), ‘People who have been critical 
of case studies often point to the fact that a case study investigator fails to develop a 
sufficiently operational set of measures and that ‘subjective’ judgments are used to 
collect the data’ (p. 35). In this research project, construct validity is enhanced by 
following three procedures.  
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First, the requirements for measuring return on marketing investment were 
operationally defined in the literature review and only these requirements were 
examined. These requirements included the available resources, industry 
characteristics and the organisational strategy. In addition, the industry 
characteristics specific to sports event organisations were defined and delineated in 
the literature review. 
 
The second procedure used to enhance construct validity is ‘… the use of multiple 
sources of evidence, in a manner encouraging convergent lines of inquiry …’ (Yin 
2003, p. 36). This procedure was fulfilled by using an interview guide for the first 
interview with questions given to the participants prior to the interview to focus the 
inquiry. Multiple sources of supporting evidence such as promotional materials, 
registration forms, and financial statements were also collected to corroborate and 
confirm the data provided by the participants. 
 
The third procedure was to have case participants review the interview transcripts 
and corroborate the essential evidence and facts presented (Yin 2003). Following the 
first interview, each participant was given a copy of the interview transcript and 
asked to check the transcript for accuracy. The second interview provided another 
opportunity for the case participants to comment on the initial findings and confirm 
the essential evidence. Following these procedures enhances construct validity by 
ensuring the data collected are relevant, factual and that potential subjective 
judgments reported by the researcher are verified. 
 
3.6.2 Internal validity 
Threats to internal validity result from the inability of the researcher to control the 
environment and rule out the effect of different variables on the findings (Neuman 
2003). Internal validity is a concern in explanatory case studies that make inferences 
and causal claims (Yin 2003). This study does not make causal claims, but it does 
make inferences that potentially explain the ability of non-professional sports event 
organisations to determine their return on marketing investment. Ensuring internal 
validity requires eliminating all possible explanations for the results (Leedy & 
Ormrod 2005). In order to minimize all possible explanations for the results this 
study was based on propositions in the literature identifying the requirements for 
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determining return on marketing investment and the characteristics of non-
professional sports event organisations.  
 
Internal validity was enhanced by using pattern matching to make inferences about 
these established propositions. These patterns were then tested using convergent 
interviews, more pattern matching and cross-case analysis to help produce a potential 
explanation. The explanation was not based on statistical criteria because the 
variables being examined do not represent a single datum point and instead the 
inferences were made about variables that can not be directly observed (Yin 2003). 
In this way, by relying on previous propositions in the literature and using pattern 
matching and explanation building to make inferences, this research design was able 
to address internal validity. 
 
3.6.3 External validity 
External validity determines ‘… the domain to which a study’s findings can be 
generalized’ (Yin 2003 p. 34). Ritchie and Lewis (2003) identify three different types 
of generalizations as follows: 1. representational generalization, 2. inferential 
generalization, and 3. theoretical generalization. In case study research, theoretical 
generalization is the most appropriate (Yin 2003). Representational generalization 
and inferential generalization require a clearly defined sample that can be easily 
replicated and statistically generalized which is not possible with case studies (Yin 
2003).  
 
Leedy and Ormrod (2005) identify three strategies that can enhance external validity. 
These include conducting the study in a real-life setting, selecting a representative 
sample, and using replication logic. This research design addressed external validity 
by restricting the generalizations to theoretical generalizations, using case studies in 
real life situations, selecting a representative sample of case studies, and using 
replication logic by applying a multiple-case design.   
 
3.6.4 Reliability 
The final measure of the quality of a case study is reliability. A reliable study 
demonstrates ‘… that the operations of a study – such as the data collection 
procedures – can be repeated, with the same results’ (Yin 2003). In this study, 
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reliability was enhanced by following the case study protocol that clearly outlined 
the data collection process. In addition, a case study database was developed that 
included case study notes, documents, and other materials that were used to 
formulate the case study report. The case study protocol and the case study database 
together ensured the data were collected consistently and the interpretations and 
analysis were supported by evidence. 
 
3.7 Limitations 
There are two limitations of the chosen methodology that may affect this research 
study. First, this study only proposed examining twelve cases and considered only 
key characteristics of non-professional sports event organisations in Canada. The 
researcher must be sure to not infer that the findings can be generalized to other 
contexts beyond these characteristics and sample cases. 
 
Second, the data collected for this study were based on interviews with case 
participants. There is potential with this method of collection for the researcher to 
make subjective judgments regarding the importance of information used in the case 
report. The potential for bias was minimized by following the case study protocol, 
developing the case study database, and confirming findings with key participants. 
Nevertheless, this potential limitation should still be acknowledged by the researcher. 
 
3.8 Research Ethics 
Obtaining informed consent is important when researching organisations, particularly 
when participants may reveal competitive marketing strategies and financial data 
(Carson et al. 2001).  For this reason, prior to data collection, ethics approval was 
obtained from each participant. A consent form was developed and approved by the 
University of Southern Queensland Human Research Ethics Committee and the 
Okanagan College Research Ethics Board. The consent form preserves the 
confidentiality of participants by ensuring interview data were coded and not directly 
associated with organisation’s and interview participant’s identities. The consent 
form also outlined how data would be stored securely and when the data would be 
destroyed. Finally, the consent form requested that participants could be 
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acknowledged generally for their contribution to the study and that the interviews 
could be audio taped. A copy of the consent form can be found in Appendix B. 
 
3.9 Conclusion 
The postpositive research paradigm was selected as the most appropriate research 
paradigm for this project. This paradigm assumes that the context of the study needs 
to be considered in the interpretation of the findings, and as a result, it is not possible 
for the researcher to control all the contextual variables, but common measures of 
reliability and validity can still be applied using careful methodological processes. 
The methodological process determined to be the most appropriate for answering the 
research question included inductive theory building and qualitative measures using 
case studies. 
 
The chapter outlined the details of the selected methodology, which included a 
purposeful heterogeneous sample of twelve case organisations. The case 
organisations varied in terms of three dimensions: 1. organisational structure; 2. level 
of event; and 3. type of sport. A case study protocol was presented as was the method 
used for developing the interview guide and collecting data.  The chapter also 
included a brief description of how the data were analysed and how the findings were 
evaluated. Finally, the limitations of the chosen methodology were discussed as was 
the ethics of the research project. The next chapter includes the presentation of the 
results and the analysis of the findings following the data collection process. 
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CHAPTER FOUR – ANALYSIS OF RESULTS 
 
4.0 Introduction 
Chapter 3 outlined the methodology used to collect the data required to complete this 
study and defined the process applied for data analysis. This chapter presents the 
results from the data collection by applying this analysis process. The final chapter 
will discuss the findings and significance of these results with respect to the issues 
identified in the literature review.  
 
This chapter reports the results from the in-depth interviews and from the convergent 
interviews. Section 4.1 of this chapter provides descriptive data about the case 
organisations collected during the in-depth interviews and from supporting 
documentation. This is followed by the presentation of the results and analysis of the 
data as it relates to the three research issues identified in Chapter 2. Section 4.2 
presents the analysis of the results from the convergent interviews, which tested the 
application of a proposed method for measuring ROMI. 
4.1 In-depth interview results 
Potential case organisations were invited from across Canada to participate in this 
research project. Thirty initial contacts were made of which fourteen agreed to 
participate. The reasons provided for not participating in the project included not 
enough time available for an interview, did not feel they had been in a position with 
the event organisation long enough to offer a valuable contribution, did not feel they 
did enough marketing that this was of interest to them, and several organisations did 
not offer a clear explanation. Of these fourteen two contacts signed the consent form, 
but withdrew without explanation prior to scheduling a date for the in-depth 
interview. Twelve in-depth interviews were conducted. During the in-depth 
interviews additional data were collected such as registration forms, financial 
statements, strategic plans, minutes from annual general meetings, and examples of 
marketing materials.  
 
The data that were collected from the in-depth interviews were recorded, transcribed, 
uploaded to ATLAS.ti 5.0 along with other documentary evidence, coded, and 
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analysed using tables and matrixes derived from the coded data. This was not a linear 
process and required continual review of every document in ATLAS.ti 5.0 as new 
documents were entered and the codes were adjusted and modified to better capture 
the data. The final list of codes is included in Appendix F. 
 
The in-depth interviews provided evidence relevant to the three research issues, and 
also provided further information regarding the individual characteristics of each of 
the case organisations participating in the research project. Section 4.1.1 is used to 
present the background information and characteristics of each case organisation.  
 
Section 4.1.2 presents the results relevant to the first research issue by identifying 
what measures, if any, are currently used to determine return on marketing 
investment by the case organisations. This section is divided into the four topics 
identified in the relevant research sub-issues as follows: 1. production and sales data; 
2. consumer based data; 3. customer relationship data; and 4. current methods for 
determining marketing return.  
 
Section 4.1.3 presents the results relevant to the second research issue by examining 
what specific characteristics of the case organisations influence the use of measures 
required for the determination of return on marketing investment. This section is 
divided into six topics identified in the literature as potentially influencing the 
measurement process, and includes: 1. financial resources; 2. human resources; 3. 
multiple stakeholders; 4. unique product characteristics; 5. target market 
characteristics; and 6. organisational strategy.  
 
Section 4.1.4 identifies the data that are currently being collected and analysed by the 
case organisations with respect to data that could or are currently being utilized to 
provide a meaningful determination of return on marketing investment. This section 
summarizes the limitations revealed from examining the first two research issues and 
concludes with a proposed methodology for incorporating a calculation of ROMI in 
the marketing process. 
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4.1.1 Background information and characteristics of case organisations 
The case organisations that participated in this research project were qualified based 
on their conformance to the definition of non-professional sports events and selected 
with respect to how each one varied in terms of the following: 
• organisational structure (for-profit organisations, not-for-profit sports 
associations, and not-for-profit volunteer organisations); 
• level of event (regional and national/international); and  
• type of sport (degree of competition, athletic platform and specific sport 
selected).  
 
Table 4.1 summarizes the characteristics of each case organisation. Cases A to D 
represent for-profit organisations, cases E to H represent sports associations and 
cases I to L represent volunteer organisations. The first two cases in each grouping 
by organisational structure are regional events and the last two are 
national/international events. This presentation of the cases is used in tables 
consistently throughout this research report. Appendix E provides a more detailed 
case record for each of the organisations and includes a brief history and listing of 
data collected. 
 
Table 4.1: Summary each case organisation characteristics 
Case Organisational 
Structure 
Level of 
Event 
Type of 
Sport 
Position of Person 
Interviewed 
A 
For-profit 
Regional Running Manager B Hockey Manager 
C National/ 
International 
Hockey President 
D Cycling Owner 
E 
Sports 
Association 
Regional Golf 
Communications 
Manager 
F Curling Executive Director 
G National/ 
International 
Skiing Director or Marketing 
and Events Management 
H Baseball Manager, Media/PR 
I 
Volunteer 
Regional Baseball President J Swimming Director 
K National/ 
International 
Triathlon Director 
L Soccer Communications President 
Source: Developed from the in-depth interviews for this research. 
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During the in-depth interview process it was revealed that further variation and 
consistencies existed that further distinguished each sports event in terms of the 
frequency of the series of events, the leadership structure, and the current level of 
marketing activity. These additional characteristics are discussed in more detail in 
the following sections.  
 
4.1.1.1 Frequency of the series of events 
A sports event is defined in Chapter 2 as occurring in a series of one or more events. 
The interview guide distributed to the case organisations in advance of the in-depth 
interview asked participants to respond to questions based on one event. 
Consequently, most case participants considered one event, such as the 
championship, as a reference when responding to the questions. In several cases, it 
was noted that more than one event was organised and operated by the case 
organisation each year, but the events were considered independent of each other 
(e.g. different levels of competition), so only one event was selected for 
consideration when answering the questions. Three other case organisations only 
held one event per year. However, two organisations held a series of events occurring 
in one season and responded accordingly stating that the events were interdependent 
and the marketing applied to the entire series.  
 
4.1.1.2 Marketing leadership structure 
The for-profit organisations that participated in this research project were clearly 
operated by paid workers, but the not-for-profit organisations varied in terms of the 
role of volunteers and the number of paid workers (if any). The not-for-profit events 
organised by provincial sports associations and national sports associations were run 
by a volunteer board of directors and operated predominantly by paid workers in 
conjunction with a volunteer host organisation, just by paid workers, or 
predominantly by the volunteer host organisation. The not-for-profit volunteer 
organisations, however, were operated entirely by volunteers. Some of these 
volunteer organisations did use paid contract support in terms of services (for 
example accounting), but the decision-making was done predominantly by a 
volunteer usually with the support of a volunteer board of directors or a volunteer 
organizing committee. A summary of these results is presented in Table 4.2. 
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Table 4.2: Leadership structure of event by organisational structure and event size 
 Regional National/ International 
For-profit Organisations Paid Workers Paid Workers 
Sports Associations Paid Workers / Volunteer Host Committee 
Paid Workers / Volunteer 
Host Committee 
Volunteer Organisations Volunteer Volunteer 
Source: Developed for this research. 
 
4.1.1.3 Current Marketing Activities 
The primary target market for all the events was identified as being participants, 
spectators or both. All the case organisations engaged in marketing activities directed 
towards their primary target market. It should be noted, however, that the primary 
target market varied with the type of sport. Spectators or both spectators and 
participants were identified as the primary target market by five of the six case 
organisations representing team sports. The sixth case organisation identified only 
participants as the primary target market. In contrast, all six of the case organisations 
representing individual sports identified participants as their primary target market. 
In addition, several of the event organisers noted that although participants were their 
primary target market, they did undertake marketing activities designed to reach 
spectators as a secondary target market. Additional marketing to attract sponsors was 
undertaken by 50% of the case organisations. Additional marketing to attract 
volunteers was undertaken by 25% of the case organisations.  
 
The size of the marketing budgets for the case organisations varied with event level 
and organisational structure and logically the amount of marketing activity varied 
with the size of the budget. Interestingly, all the volunteer organisations had small 
budgets of less than $10,000 regardless of the level of event. The sports associations 
had larger budgets regardless of the level of event. One regional sports association 
had a budget between $10,000 and $50,000 and the remaining sports associations 
had budgets greater than $50,000. With respect to the for-profit organisations the two 
team events had budgets greater than $50,000 and the two individual events had 
budgets less than $10,000.  
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Specific promotional tactics across all case organisations included email, direct mail, 
printed brochure and poster distribution, websites (including banner ads and click 
through ads), printed promotional materials, sales promotions (including coupons, 
and giveaways) sponsor partnerships, media partnerships, partnerships with other 
related events, radio, TV, publicity and public relations. Table 4.3 summarizes the 
promotional activities as defined by the case organisations. 
 
Table 4.3: Summary of current marketing activities by each case organisation 
Case 
Current Marketing Activities 
Primary Target 
Market 
Size of 
Marketing 
Budget 
Promotional Tactics 
A Participants <$10,000 Brochures (less each year), website, 
shared website links with similar events, 
email 
B Spectators >$50,000 Advertising including local in-kind 
media sponsorship 
C Participants and 
spectators 
>$50,000 Website, direct mail (electronic and 
letter), brochures, personal selling, 
advertising 
D Participants 
(spectators identified 
as secondary) 
<$10,000 Website, email, listing with PSO as a 
qualifying event, advertising including 
local in-kind media sponsorship 
E Participants $10,000 to 
$50,000 
Website, direct electronic marketing 
using membership information 
F Spectators >$50,000 Advertising, local and national in-kind 
media sponsorship, public relations 
activities 
G Participants 
(spectators identified 
as secondary) 
>$50,000 Website, local in-kind media 
sponsorship, public relations activities 
H Participants and 
Spectators 
>$50,000 Website, advertising, local and national 
in-kind media sponsorship 
I Participants <$10,000 Website, email, flyers, local in-kind 
media sponsorship 
J Participants <$10,000 Website, email, flyer, brochures and 
posters 
K Participants 
(spectators identified 
as secondary) 
<$10,000 Website, flyers and brochures distributed 
nationally by a contractor to similar 
events, local media publicity 
L Participants and 
Spectators 
<$10,000 Website, local media publicity, links 
from sponsors’ websites 
Source: Developed from the in-depth interviews for this research. 
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The results of the background information provided an overview of the context 
within which marketing decisions were being made at the case organisations. The 
following sections present the results specific to each research issue and research 
sub-issue. The next section presents the results from the first research issue which 
examined what measures, if any, are currently used to determine return on marketing 
investment in non-professional sports event organisations. 
 
4.1.2 RI 1. What measures, if any, are currently used to determine return on 
marketing investments in non-professional sports event organisations? 
This section outlines the extent to which the case organisations currently use 
measures that can be applied in the determination of return on marketing investment. 
The results are based on the responses to questions 11 through 15 and question 17 
from the in-depth interviews, and from the evidence in the corresponding supporting 
documentation. The presentation of this section of the results is organised into four 
sections that correspond to the research sub-issues identified in Chapter 2. The topics 
covered by each of the four sections include the collection of production and sales 
measures, the collection of consumer based measures, the collection of customer 
relationship measures, and data currently used, if any, to evaluate marketing return. 
Each section begins with individual case results followed by a cross-case analysis. 
 
4.1.2.1 RI 1a: What sales data are currently being compiled by non-professional 
sports event organisations? 
All case organisations produced financial statements and all organisations but one 
measured the incremental change in their financial data or their financial 
performance as determined from the income statement from event to event or year to 
year. Incremental change, usually measured as a percentage, included the change in 
financial numbers such as sales, expenses, profits and the change in attendance data. 
 
A summary of the measurement of incremental change in financial data and 
attendance data is provided in table 4.4. 
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Table 4.4: Summary of the use of production and sales measures 
Case 
Incremental Change 
Measured Comments 
Financial Attendance 
A × √ Change in attendance compared to previous year 
B √ √ Income statement figures and attendance 
compared to previous two years 
C √ √ Financial statements figures compared to previous year 
D × √ Change in attendance compared to previous two years 
E √ √ Financial statement figures compared over 
more than two years 
F √ √ Change measured and trends and efficiencies determined over years of operation 
G √ √ Change measured and trends and efficiencies determined over years of operation 
H √ √ Change measured and trends and efficiencies determined over years of operation 
I × √ Change in attendance compared over several years 
J √ √ Change in financial figures and attendance 
compared over previous year 
K √ √ Change measured and trends and efficiencies determined over years of operation 
L × × Level of analysis depends on skills of 
appointed treasurer 
Source: Developed from the in-depth interviews for this research. 
 
The representative from Case L, a volunteer organisation, explained why incremental 
change in financial data was not currently being measured by his organisation, but 
had been measured in the past declaring, ‘I had to simplify it because I couldn’t 
figure out what the hell he was doing. He ran it right to the penny and he had the 
percentages.’ This statement indicates that measurement of incremental change in 
financial data was important to this organisation when the measurement was being 
done by a different volunteer with a higher level of analytical skill.  
 
Eight of the eleven case organisations who measured incremental change in financial 
data measured financial performance derived from the income statement and other 
financial statements and the remaining three organisations only measured change in 
attendance numbers. Only four of the case organisations, including three of the sports 
associations, analysed the financial data to evaluate trends in performance over time 
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and used this information to identify efficiencies in their operations. Case G 
summarized his organisation’s measurement activities claiming ‘On a year to year 
basis we look at margins, efficiencies, net profit, effects of sales initiatives, things 
like that.’  
 
Industry market data such as market size and market share can also be used in 
conjunction with financial data to estimate market position in the determination of 
return on marketing investment and to evaluate the potential for marketing activities 
(Best 1997; Schultz & Schultz 2003).  For example, Case I described a mail-out that 
was undertaken based on the market size of a target market area. If Case I knew the 
market potential of the target area, this could have assisted them in their decision-
making by enabling the organisation to compare the market potential to the cost of 
the marketing initiative.  
 
 
The four sports association case studies all collected industry market data. These data 
were relatively easy to collect by the sports associations largely as a consequence of 
required registration on behalf of member organisations and participants. However, 
these data were not analysed or incorporated in the marketing decision-making 
process and was only collected for general information. One for-profit organisation 
and two volunteer organisations also collected market data, but only informally by 
monitoring trends and changes in their operational environment. Again the data were 
not formally analysed or included in the marketing decision-making process. 
 
Of the five other case organisations that did not measure industry market data, Case 
D recognized that this information would be valuable stating, ‘It would be neat to 
have that kind of data to take when you are going around to market your product to 
business to take and say this is how many people you are actually going to be 
approaching.’ A second organisation, Case A indicated the importance of 
determining if attendance numbers were dropping as a result of participants going to 
other events, but did not actually collect this data. This same concern was expressed 
by Case K, although Case K does informally measure industry market data by 
monitoring the attendance and operation of similar events. Table 4.5 summarizes the 
measurement of industry market data by the case organisations. 
  - 103 - 
 
Table 4.5: Summary of the use of industry market data 
Case 
Industry 
Data 
Measured 
Comments 
A × Not measured, but indicated substantial influence of 
other events in the market on future revenues 
B × Not measured, but aware of data availability 
C √ Informal measurement considered but not formally incorporated in decision-making process 
D × Not measured, but is considered important information to attract sponsors. 
E √ 
Data collected - industry requirement to register with 
PSO – supplemented with additional formal data 
gathering processes 
F √ Measured by NSO and available for use by PSO 
G √ Data collected - industry requirement to register with NSO 
H √ Data collected - industry requirement to register with NSO 
I √ Informal measurement considered but not formally incorporated in decision-making process 
J × Not measured 
K √ Informal measurement considered but not formally incorporated in decision-making process 
L × Not measured 
Source: Developed from the in-depth interviews for this research. 
 
Cross-case analysis – Comparing across cases, the results from the in-depth 
interviews show that all case organisations but one collected and used some 
measures of financial data or attendance data to determine incremental change in 
financial performance. The sports associations calculated change using both financial 
and attendance data. The for-profit organisations and the volunteer organisations 
used a mixture of both financial and attendance data with three organisations relying 
solely on attendance data and one volunteer organisation using neither. When 
comparing the use of industry market data across cases, industry market data are 
available and used by all sports associations and used inconsistently by the for-profit 
organisations and volunteer organisations. Figure 4.1 illustrates the increased amount 
of incremental change data and industry market data used by the sports associations 
in comparison to the for-profit organisations and volunteer organisations. In terms of 
type of event and event size, there were no distinguishable differences in the use of 
industry data.  
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Figure 4.1: Comparison by organisational structure of the frequency of use of 
incremental change in production and sales data (N=12) 
 
Source: Developed for this research. 
 
4.1.2.2 RI 1b: What consumer based data are currently being compiled by non-
professional sports event organisations? 
Consumer based data include measures of customer attitudes and behaviours. It was 
determined in Chapter 2 that consumer based data can be collected and used by 
sports event organisations, in particular, to measure the sponsors’ return on 
investment (Grohs, Wagner & Vsetecka 2004). Consumer based data can also 
provide insight to support future strategic initiatives from which financial projections 
are made and used in the determination of return on marketing investment (Lenskold 
2003).  
 
This section starts by identifying the case organisations that collect consumer based 
data specifically to measure sponsorship return and then investigates if, and how, the 
case organisations collect and use three specific consumer based measures, customer 
satisfaction, customer referrals and customer loyalty.  
 
Consumer based data used to measure sponsorship return – Four case organisations 
specifically collected consumer based measures for measuring sponsorship return. 
Three additional case organisations acknowledged the value of this type of data and 
analysis in measuring sponsorship return, but did not actively collect the required 
0 2 4 6 8 10 12 14
Uses incremental financial data
Uses incremental attendance data
Uses industry market data
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data. Case F explained, ‘We haven’t got to that stage yet, but it is certainly in the 
back of my mind.’ The remaining five case organisations did not use consumer based 
measures to evaluate sponsorship return. The distribution of case organisations using, 
acknowledging, or not using consumer based measures to measure sponsorship 
return is provided in table 4.6.  
 
Table 4.6: Frequency distribution of the case organisations use of three consumer 
based measures to measure sponsorship return (N=12) 
Consumer based data used for determining 
sponsorship return 
Collected and 
analysed data 
Importance of data 
acknowledged but not 
collected or used 
Data not 
collected 
4 3 5 
Source: Developed from this research. 
 
Cross-case analysis of measuring sponsorship return – When comparing across cases 
it is evident that the sports associations were more likely to collect and use consumer 
based measures for measuring sponsorship return compared to the other 
organisations. Three of the four sports associations interviewed used these data for 
evaluating sponsorships and one acknowledged the importance of these data for 
informing sponsors, but did not actually collect these data. This organisation was a 
regional sports association.  
 
The fourth organisation that used data for evaluating sponsorships was a 
national/international for-profit organisation. One national/international volunteer 
organisation also acknowledged the importance of the data, but did not use the data 
for evaluating sponsorships. A comparison of the use of consumer based measures by 
organisational structure and by event size is provided in figure 4.2. As might be 
expected, the results indicate the use of consumer based data to measure sponsorship 
return is more evident with larger national and international events and in particular 
with the larger sports association events. This increased accountability to sponsors is 
likely a result of the larger contributions by sponsors required to operate the larger 
events. 
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Figure 4.2: Comparison by organisational structure and event size of the frequency 
of use and acknowledgement of consumer based measures to evaluate sponsorship 
return (N=12) 
 
Source: Developed from this research. 
 
Collecting specified consumer based data – During the in-depth interview, the case 
participants were asked to identify whether or not their organisation collected 
specific consumer based data including customer satisfaction, customer referrals, and 
customer loyalty.  Only one case organisation collected all three of the example 
consumer based measures and five of the organisations did not collect any of the 
example data with a sixth case only estimating customer loyalty. Case C, the one 
case organisation that collected all three examples of consumer based measures, is a 
national/international for-profit organisation that includes customer referrals as part 
of it marketing strategy. This makes the measurement of customer satisfaction, 
customer loyalty, and customer referrals particularly relevant to this organisation. 
 
Methods of collecting consumer based data included customer satisfaction surveys, 
customer feedback forms, direct questioning during registration regarding referrals 
and repeat attendance, and electronic tracking of repeat customers. An example of 
how customer loyalty was only estimated as opposed to quantitatively measured is 
provided by Case D who estimated customer loyalty by informally noting the 
number of repeat registrations, for example recalling familiar participants from a 
registration list. Table 4.7 provides a summary of the collection by each case 
organisation of these three examples of consumer based data. 
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Cross-case analysis of collection of example consumer based data
collection of the three 
and international event organisations collected almost five times more consumer 
based measures than the regional event organisations. Figure 4.3 illustrates this 
comparison by organisational structure and event size in the amount of con
based data collected. 
 
Figure 4.3: Comparison by organisational structure and event size of the 
of collection and estimation of three selected consumer based measures 
Source: Developed from this research.
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This result is consistent with the results from the previous section indicating the use 
of consumer based measures and the accountability to sponsors is more evident with 
the larger national and international sports event case organisations. 
 
4.1.2.3 RI 1c: What customer relationship data are currently being compiled by non-
professional sports event organisations? 
Customer relationship measures require the collection and analysis of customer data 
either from a longitudinal consumer database or a cross sectional survey (Rust, 
Lemon & Zeithaml 2004). Longitudinal databases record customer responses over 
time and cross sectional surveys are similar to satisfaction surveys and record 
customer responses at a specific point in time (Rust, Lemon & Zeithaml 2004).  
 
Only one case organisation used a formal survey to record customer responses, but 
ten out of the twelve case organisations maintained some form of longitudinal 
database, for example an electronic record of registrations or customer transactions.  
Only two cases specifically maintained a longitudinal database of primary target 
consumer information for the purpose of supporting marketing decisions. Case C 
stated, ‘So we develop a clientele database and one of the other things that they tell 
us is how they heard of us, how they got here, and we start generating a pool of 
information to make decisions now based on that material.’ Case G, indicated that 
although a database was maintained now, ‘later this year we hope to introduce a 
more dynamic customer tracking method that will allow us to do some additional in-
depth analyses and tracking.’ 
 
In addition to these cases, two other cases maintained databases of information that 
was used mainly for tracking previous sponsorship relationships. Case F described 
the contents of this database stating that it includes, ‘what companies were involved 
with what events, what year, what level they were involved in, what financial level 
they were involved with.’ The remaining five organisations maintained a customer 
database of contact information that was used to send event information and 
promotional materials electronically. Table 4.8 provides a summary of the type of 
database maintained by each case organisation. 
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Table 4.8: Summary of database use by each case organisation 
Case Database Maintained Brief Description of Contents 
A × - 
B × - 
C √ Longitudinal database of primary target consumer information 
D √ Consumer contact information 
E √ Longitudinal database of primary target consumer information 
F √ Longitudinal database of sponsorship information 
G √ Longitudinal database of sponsorship information Consumer database being developed 
H √ Longitudinal database of sponsorship information 
I √ Consumer contact information 
J √ Consumer contact information 
K √ Consumer contact information 
L √ Event information 
Source: Developed from this research. 
 
Customer relationship measures are used to facilitate a more accurate measure of 
return on marketing investment by providing information for making estimations and 
projections in regards to future value. Eight example customer relationship measures 
(shown in table 4.9) were provided during the interview to the case participants. The 
participants were asked to comment on whether or not they would use these 
measures. It was found that some of the respondents felt that the measures were not 
applicable. One reason given for measures of customer retention not being applicable 
was provided by Case F claiming, ‘No, just because we are moving around, but if we 
go back to a community I think we have a very high customer retention, but we don’t 
measure it.’ Table 4.9 summarizes the responses to this interview question.   
 
The final question in the interview guide asked the participants to explain why they 
did not use any of the example marketing measures listed in the previous question. 
Of the ten case organisations that responded to this question, seven indicated that 
they did not know how to collect the data or had not previously considered collecting 
the data for some of these measures. The remaining three organisations felt that the 
data were not important or was irrelevant to their operations. 
 
  - 110 - 
Table 4.9: Summary of collection of example customer relationship measures 
Example 
Measures 
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× = Not Collected   √ = Collected 
n/a=not considered applicable 
Case A √ × × × × × × × 
Case B √ × × × × × × × 
Case C n/a n/a √ n/a √ √ √ √ 
Case D × × × × × × × × 
Case E n/a √ n/a √ √ √ √ √ 
Case F √ × √ n/a × n/a × × 
Case G √ × × × × × × × 
Case H √ n/a √ √ × n/a n/a n/a 
Case I × × × × × × × × 
Case J × × × × × × × × 
Case K × × × × × × × × 
Case L × × × × × × × × 
Source: Developed from this research. 
 
Cross-case analysis – When comparing across cases, the sports associations all 
maintained longitudinal databases and collected customer relationship data. It is also 
evident that the events organised by volunteer organisations do not have the required 
longitudinal database to use customer relationship measures and consequently 
customer relationship data are not collected. There is limited consistency with the 
for-profit organisations with the two regional organisations not using databases, but 
collecting one of the example customer relationship data, and the two international 
cases both using databases, but only Case C collecting customer relationship data. 
There is also no distinctive difference in the use of longitudinal databases and the 
collection of data between regional and international events. Figure 4.4 illustrates the 
difference in the use of longitudinal databases and the collection of customer 
relationship data based on the organisational structure of the case organisations. This 
figure highlights the lack of customer relationship data used by the volunteer 
organisations compared to sports associations and for-profit organisations. 
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Figure 4.4: Comparison by organisational structure of the frequency of use of a 
longitudinal database and the frequency of collection of customer relationship 
measures (N=12) 
 
Source: Developed from this research. 
 
4.1.2.4 RI 1d: What data (if any) are being used by non-professional sports event 
organisations to evaluate marketing return? 
Examining the data that are being used by the case organisations to evaluate 
marketing return summarizes how the collection of data identified in the previous 
three research sub-issues is used by the case organisations for marketing decision-
making. All twelve of the case organisations prepared financial budgets using sales 
data. Two of the case organisations included an estimate of future revenue in 
preparing the budget, but only one organisation, Case F, calculated future revenues to 
determine the required level of marketing needed to achieve the forecast. Case F 
described this process as follows, ‘to arrive at those budget numbers obviously it is 
the anticipated revenue for the event and then we look at what we have to spend and 
what we need to spend on marketing to generate sponsorship and to generate ticket 
sales.’  
 
The forecasted revenue calculated by Case F is based on historical production and 
sales data and industry market data. Case F is the only case organisation to calculate 
forecasted revenue to support marketing decision-making, but still Case F does not 
go as far as to purposely calculate ROMI to evaluate alternative marketing strategies.  
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Of the remaining case organisations, three case organisations set objectives for their 
marketing initiatives, for example increasing repeat attendance, and then developing 
a budget around those objectives. The remaining seven case organisations did not 
directly relate the budgeting process to specific marketing initiatives. It should be 
noted that Case H felt that all marketing initiatives could be implemented through 
sponsorships and partnerships, and therefore no evaluation and marketing spend 
decision was required. Table 4.10 summarizes how the case organisations described 
their marketing spend decision-making process. 
 
Table 4.10: Summary of marketing spend decision-making process 
Case Marketing Spend Decision-Making Process 
A Adjust marketing expenses based on previous year’s financial results and attendance numbers 
B 
Use intuition and judgement to compare anticipated 
revenue from undertaking marketing initiatives to 
expenses 
C Determine required marketing initiatives to meet 
objectives and then set the budget 
D Work within fixed budget set based on available funds 
E Determine required marketing initiatives to meet 
objectives and then set the budget 
F Calculate anticipated revenue and then match spending to meet revenue target 
G Set budget based on last year’s budget then adjust if 
necessary 
H Undertake all desired marketing initiatives through partnerships  
I Adjust marketing expenses based on previous years’ financial results and attendance numbers 
J Set budget based on last year’s budget 
K Set budget based on last year’s budget then adjust if 
necessary 
L Set budget based on last year’s budget 
Source: Developed from the in-depth interviews for this research. 
 
Cross-case analysis –Sales data were the only data used by all twelve case 
organisations to determine marketing spend. Consumer based data and customer 
relationship data were not used in the marketing spend decision-making process. 
Even Case F calculated anticipated revenue based solely on production and sales 
data.  
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The case organisations representing volunteer organisations only used historical 
production and sales data to determine their available marketing budget. A mixture 
of methods such as percentage of sales and determining specific objectives and tasks 
and budgeting accordingly were used by both the for-profit organisations and sports 
associations. Figure 4.5 illustrates the different methods of determining marketing 
spend based on the organisational structure of the case organisations. 
 
Figure 4.5: Comparison by organisational structure of the frequency of methods 
used for determining marketing spend (N=12) 
 
Source: Developed from this research. 
 
4.1.2.5 Summary of results from research issue one  
This research issue explored what measures, if any, are currently used to determine 
return on marketing investment by the case study organisations. The findings in the 
literature suggest that most organisations that are small, and with limited resources, 
are likely to only use sales measures, if any, to make marketing investment decisions 
(Australian Marketing Institute 2004).  In confirmation of this theoretical notion, all 
the case organisations in this study used some form of sales measures in their 
evaluation of marketing effort and in their future planning of marketing activity. 
However, other measures, including consumer based and customer relationship 
measures, were not routinely used to inform the marketing spend decisions. This was 
in spite of cases actually collecting, to varying extents, consumer based and customer 
relationship data. In addition, calculations of return on marketing investment were 
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not currently performed or incorporated in the marketing process by any of the case 
organisations.  
 
Across cases it was evident the sports associations collected more consumer based 
data and customer relationship data than the for-profit and volunteer organisations. In 
addition, the national and international events collected more consumer based data 
and customer relationship data than the regional events. 
 
This result confirms that organisational structure and event size does influence the 
ability and desire of organisations to collect data and use measures to determine 
return on marketing investment. The following section examines the results relevant 
to the second research issue and looks more specifically at the influence of available 
resources and other characteristics of sports event organisations that may influence 
the use of measures required for the determination of return on marketing 
investment. 
 
4.1.3 RI 2. What specific characteristics of non-professional sports event 
organisations influence the use of measures required for the determination of 
return on marketing investments? 
 
The review of the literature in Chapter 2 revealed that several characteristics 
including the available resources, the nature of the industry and the strategic 
objectives may limit the ability of non-professional sports event organisations to 
collect and use measures for determining return on marketing investment.  This 
section presents the results from the in-depth interviews with regard to these 
characteristics. The results are based on the case participants’ responses to questions 
1 through 10, 13 through 16 and question 18. The presentation of this section of the 
results is organised into six sections that correspond to the research sub-issues 
identified in Chapter 2. Each section begins with individual case results followed by 
a cross-case analysis. 
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4.1.3.1 RI 2a. How do financial resources influence the use of measures required for 
the determination of return on marketing investment? 
Financial resources required to determine return on marketing investment included 
investments in the technology, research, and available labour needed to meet 
marketing objectives. To explore this research sub-issue, the case participants were 
asked to identify whether they felt their organisation possessed sufficient financial 
resources, sufficient technology, and sufficient man-power to meet their marketing 
objectives.  
 
Case A was the only case organisation that indicated that the monetary resources 
provided in the budget were not sufficient to meet the marketing objectives of the 
organisation. The remaining organisations all stated that more money could always 
be raised if necessary. Case D summarized this sentiment stating, ‘I could easily get 
a lot of funding through local businesses and through all my connections, but I just 
tend to not do it.’ Financial resources, therefore, were not considered limiting or 
influential in the adoption of measures required for the determination of return on 
marketing investment. When describing other available resources, however, only five 
case organisations felt their technological resources were sufficient and only two 
organisations felt that they had sufficient financial resources to hire skilled labour.  
   
Technology is required to store the data used for a sophisticated calculation of return 
on marketing investment and people are required to collect and analyse the data. On 
a scale of one to seven with seven being sufficient, seven case organisations rated 
their technology as being less than sufficient and ten case organisations rated their 
access to skilled labour as being less than sufficient (see figure 4.6).  
 
The case organisations with a rating less than seven for technology and labour 
claimed that the resources lacking were a result of insufficient people with the 
necessary skills and time to use the available technology. Case J interestingly, stated 
that the organisation’s limited marketing objectives required minimal use of 
available technology and people and yet still rated technology and man-power as less 
than sufficient. Case C, who maintains a longitudinal database, stated that the current 
lack of technology and appropriate staffing in the organisation was being addressed 
with further investment. 
  
 
Figure 4.6: Frequency d
human resources (N=12)
Source: Developed from this research.
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Three sports associations who identified their technological resources as sufficient 
felt the amount of staffing was not sufficient as more people were required to do the 
operational tasks. All three organisations felt there was sufficient staffing at the 
leadership level.  
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current objectives of the event, although only one of these case or
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Consequently, rather than describing skilled labour as a limiting factor, the case 
organisations more specifically identified time as a more relevant limitation. 
 
A comparison can also be made of the budget size to the perceived available 
monetary resources across cases. Only one for-profit organisation with a marketing 
budget of less than $10,000 indicated that the financial resources were not sufficient 
to meet existing marketing objectives. Two volunteer organisations with budgets less 
than $10,000 indicated the financial resources were sufficient considering their 
limited objectives and all other organisations, including three other case 
organisations with budgets less than $10,000 indicated that their financial resources 
were sufficient to meet their current marketing objectives.  
 
This comparison clearly identifies that for these organisations financial resources do 
not influence the use of measures required for the determination of return on 
marketing investment. What the case participants did identify as influential, however, 
was the amount of available time which they felt was the primary limiting factor with 
regards to available resources. 
 
4.1.3.2 RI 2b. How do human resources influence the use of measures required for 
the determination of return on marketing investment? 
 
It was determined from the literature that non-professional sports events are 
characteristically operated by organisations with varying degrees of business 
sophistication and marketing knowledge (Canadian Heritage 2006). To explore this 
determination, the case participants were asked to rate whether they felt their 
organisation possessed sufficient human resources in terms of skills required to meet 
their marketing objectives. They were also asked to provide further descriptive 
information as to the education, experience, and employment of people in their 
organisation involved in making marketing spend decisions. Table 4.11 summarizes 
the case participants’ responses to these questions.  
 
All five cases that described their organisation as having limited marketing skills 
noted that they had substantial experience in organizing events and or operating 
businesses. Case B stated, ‘I was in business for 22 years, so there is a lot of 
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marketing there, but nothing formal’ and Case D stated, ‘My experience is in [this 
sport].’  
 
Table 4.11: Summary of case organisations perceived human resources required to 
achieve marketing objectives 
Case 
Skills 
(Rating 
1 to 7) 
Summary of perceived marketing skills 
Limited Sufficient Additional Comments 
A 5 √   
B 3 √   
C 5  √ currently being improved 
D 4 √   
E 7  √  
F 4.5  √ more operational skills required 
G 4.5  √ deficiency in the use of technology 
H 7  √  
I 3 √   
J 3.5 √   
K 3  √ skills sufficient to achieve current 
objectives 
L Not sure   current volunteers lacking 
marketing skills 
Source: Developed from the in-depth interviews for this research. 
 
Four of these case participants commented that further marketing knowledge would 
be beneficial. Case A stated, ‘I just don’t know how we would do that – maybe if I 
was a marketing person’ and Case D more pointedly said, ‘I should probably go to 
business school.’ 
 
Case I did not specifically indicate a need to obtain more specific marketing skills, as 
was done by the four other case participants, but instead provided a very insightful 
description of the learning process within the organisation which has been operating 
for over 20 years yet still has not managed to develop a repository of marketing 
knowledge:  
‘Well nobody really seems to have that much experience in marketing. So 
when we were doing it we were kind of like just pulling ideas out of the 
air. It wasn’t like we had somebody saying OK well I have done this 
before and this works, this doesn’t work and we should do this and that. It 
was more just us feeling around in the dark a bit. So next year we will 
know a lot more than we did this year.’ 
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Four of the six organisations that described their human resource skills as sufficient 
were sports associations operated by paid workers. One for-profit organisation also 
described his organisation’s skills as sufficient although the organisation was in the 
process of hiring a person with a marketing focus to supplement the existing skill 
level. Case K, representing a volunteer organisation, also claimed having sufficient 
skills based on the skills required to achieve their current objectives. Case K stated, 
‘It is something that we have learned how to do, but we probably already had the 
skill set to do it. We just didn’t have any experience and we certainly don’t have any 
formal training.’  
 
This view is supplemental to the comment by Case K claiming, ‘It would be a great 
thing to do [collect marketing data] but because we are a relatively small 
organisation do we need to - we don’t think so.’  In addition, although Case K rated 
their volunteers’ skills as sufficient, the experience and education level of the 
volunteers described by the case participant is more consistent with the five cases 
that considered their marketing skills to be limited but the business and or event 
operation experience to be substantial.  
 
The participant representing Case L, who was unsure of the skill level of the 
organisation, also stated that the current volunteers lacked sufficient marketing skills, 
but that the organisation ‘runs well,’ suggesting that the business and event operation 
skills of the volunteers are sufficient. It is possible, therefore, to describe Case K and 
Case L as having limited marketing skills after considering the evidence suggesting 
these case organisations possess similar human resources skills to the five other cases 
that had already given themselves this description of limited marketing skills. With 
this altered classification of marketing skills, all volunteer case organisations were 
perceived to have limited marketing skills. This is discussed further in the cross-case 
analysis. 
 
Cross-case analysis – In comparing across cases it is evident that the participants 
from sports associations all perceived they possessed sufficient marketing skills 
contrary to the volunteer organisations of which none were perceived to have 
sufficient marketing skills. Of the for-profit organisations only one was perceived to 
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have sufficient marketing skills and all the remaining organisations were perceived to 
have limited marketing skills. This distribution of perceived marketing skills is 
illustrated in table 4.12. 
 
Table 4.12: Frequency of case organisations perceived to have sufficient marketing 
skills (N=12) 
For-Profit 
Organisations 
Sports 
Associations 
Volunteer 
Organisations 
25% 100% 0% 
Source: Developed from this research. 
 
If we combine this information with the marketing leadership structure of the eight 
organisations operated by paid workers and paid workers in conjunction with a 
volunteer host committee, only three organisations with paid workers described their 
marketing skills as limited, whereas all four of the organisations operated entirely by 
volunteers had limited perceived marketing skills. This result indicates that the 
degree of business sophistication and marketing knowledge demonstrated by the case 
organisations is variable, but the variation is consistent with the involvement of paid 
workers and the degree with which the organisation is dependent on volunteers.  
 
4.1.3.3 RI 2c. How do multiple stakeholders influence the use of measures required 
for the determination of return on marketing investment? 
 
The third research sub-issue explored the degree to which government and 
corporations with diverse and peripheral marketing objectives would complicate the 
marketing process. The case participants were given a list of possible stakeholders 
(shown in table 4.13); asked to identify which of these groups were considered 
stakeholders for their event; and to identify any additional groups that they would 
consider stakeholders. Then the participants were asked which types of organisations 
and groups they would identify as influential in the marketing of their event.  
 
In response to these questions, the following seven groups were identified as 
stakeholders: participants; sponsors; spectators; volunteers; media; the relevant 
provincial and national sports associations; and government. For all but one of the 
case organisations, participants were identified as influential to the marketing 
process. Case F did not consider participants or spectators influenced the 
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organisation’s marketing process, but rather felt decisions were all dependent on the 
media, the sports association and the volunteer host committee, and therefore, these 
groups were the primary stakeholders. For all but two of the events, sponsors were 
identified as influential. Only one organisation, Case F, identified the media, and two 
organisations, Case F and Case D, identified the relevant sports association as 
influential. Government, although identified as a stakeholder, was not considered to 
influence the marketing process for any of the case organisations. Table 4.13 
summarizes these results. 
 
Table 4.13: Case organisations’ perception of event stakeholders 
√ = considered influential on marketing 
 a = acknowledged as a stakeholder but not 
influential on marketing 
× = not acknowledged 
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A √ a √ √ × × a 
B √ √ √ a × × a 
C √ √ √ × × × × 
D √ √ √ √ √ × a 
E √ √ × a × × × 
F x √ x √ √ √ × 
G √ √ √ √ × × a 
H √ √ √ √ × × × 
I √ √ × a × × × 
J √ √ a a × × × 
K √ a √ √ × × a 
L √ √ √ a × × a 
Source: Developed from this research. 
 
 
Even though sponsors were identified as stakeholders by ten of the twelve case 
participants, not one of these case organisations used a financial measurement 
process for determining the return on investment to the sponsors. Data were provided 
to the sponsors by four of the case organisations using non-financial measures such 
as identifying and recording media exposures and by providing attendance and 
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spectator numbers, but no formal measurement systems to determine financial return 
to sponsors were in place. 
 
Measurement of the economic impact of the event on a community was only 
measured formally by two of the case organisations and again this was only 
measured after the event. These two case organisations used surveys and industry 
standard economic multipliers to estimate the financial impact. Two other case 
organisations used informal data gathering to provide a more subjective estimate. 
 
The influence of participants, spectators and volunteers was not accounted for 
formally in marketing decision-making by the case organisations despite 
acknowledging these groups as influential in the marketing process. Rather, guessing 
and intuition were used to predict the reactions of these stakeholders to proposed 
marketing activities. The case organisations that identified provincial and national 
sports associations and media as influential to decision-making used these groups to 
disseminate information rather than formally incorporating their influence in the 
decision-making process. 
 
The results indicate, therefore, that none of the case organisations formally 
incorporate the goals and objectives of their stakeholders in the marketing decision-
making process other than to provide performance outcomes after the event using 
measures of sponsorship return and economic impact. 
 
Cross-case analysis – In comparing across cases it was evident that the for-profit 
organisations and sports associations were more likely to collect data and use 
measures in an effort to meet the needs of their stakeholders. Consumer based 
measures such as the number of media exposures and attendance numbers were used 
by four of the case organisations to determine the return on investment to their 
sponsors. Two national/international case organisations also engaged in formal 
measurement of the economic impact using surveys and multipliers. 
 
The volunteer organisations that acknowledged their sponsors as influential 
stakeholders did not use any formal method of measuring their sponsorship return. 
Instead the volunteer participants would conduct informal and unstructured 
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interviews with sponsors, and based on the outcome of the interviews, make a 
judgment as to the sponsors’ level of satisfaction.  
 
Consequently, although sports associations and larger national and international 
event organisations did provide performance measures to government and corporate 
stakeholders, the diverse and peripheral marketing objectives of these organisations 
were not identified, and therefore, were not considered to be influential in the 
marketing of the case organisations’ sports events. 
 
4.1.3.4 RI 2d. How do product characteristics influence the use of measures required 
for the determination of return on marketing investment? 
 
The fourth research sub-issue examined the complexity of the sports product which 
was determined in the literature to distinguish the marketing of sports events from 
the marketing of traditional goods and services (Shank 2005). The case participants 
were asked to describe their product (i.e. the product which they exchanged in doing 
business) and to identify any challenges in measuring and evaluating their business 
as a result of the complexity of their product.  
 
Four of the case participants identified their primary business product as only 
consisting of the operation of the event and these case participants did not identify 
any specific measurement challenges resulting from the product. Three of the four 
for-profit case participants described their event as an add-on product to support their 
primary product (the primary product was described by two case participants as retail 
outlets and by the other participant as a training facility). These three participants 
also did not identify any specific measurement challenges resulting from their events. 
Two of the case participants, however, specifically stated that measuring the effect of 
the event on their primary product was very difficult and as a result the effect was 
only estimated.  
 
The remaining five case participants described their products as being multifaceted 
as they included clinics, tradeshows, merchandising and concessions. Two of these 
case participants specifically identified financial measures as being too difficult to 
determine for the individual products. Case F stated, ‘we don’t review margin [the 
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contribution of each individual product] because we don’t have an individual 
product that we are working on, but we do review the gross profit of the event.’ This 
sentiment was echoed by Case C. Case J separated the event revenue from the 
augmented product revenue and consequently did not identify any measurement 
challenges as did Case H and Case K. 
 
Cross-case analysis – There were no patterns evident in comparing across cases the 
influence of product characteristics on the ability of the case organisations to apply 
measures and evaluate their business with respect to organisational structure, event 
size or the identified primary target market. 
 
4.1.3.5 RI 2e. How do target market characteristics influence the use of measures 
required for the determination of return on marketing investment? 
 
The ability to narrowly define each target market was the fifth research sub-issue 
identified as potentially influencing the marketing process for sports events (Green 
2001; Pope & Turco 2001; Shank 2005). The primary target market identified by 
each case participant is listed in table 4.3. The primary target market consisted of 
participants, spectators or both. Other identified target markets included sponsors and 
volunteers.  
 
All twelve case organisations used target market data to facilitate marketing activities 
to their primary target market. Market data consisted of registration forms, purchase 
transaction information, and market segment descriptions. Direct marketing using 
email or letters was undertaken by seven of the twelve case organisations using 
registration and purchase transaction information to target participants. Only one 
case organisation, Case C, targeted both participants and spectators with direct mail. 
Table 4.14 illustrates the collection and use by the case organisations of individual 
customer data to target their identified primary target markets. 
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Table 4.14: Case organisations collection and use of individual customer data 
Case Individual customer data Collected Used 
A √ √ 
B √ × 
C √ √ 
D √ √ 
E √ √ 
F × × 
G × × 
H × × 
I √ √ 
J √ √ 
K √ √ 
L × × 
Source: Developed from this research. 
 
Cross-case analysis – In comparing the case organisations a pattern emerged based 
on differences in the identified target markets between the regional and the national 
and international events. The regional events all focused on a single primary target 
market – either participants or spectators, whereas the national and international 
events all included both participants and spectators as either a primary or secondary 
target market. 
 
In comparing the cases based on their identified target markets, seven of the ten case 
organisations that identified participants as a primary target market used individual 
customer data collected from previous occurrences of the event to target this group. 
The three organisations that did not use individual customer data were national and 
international events for which participants qualified to attend, consequently, targeting 
participants was not required.  
 
In comparing case organisations that identified spectators as a primary target market, 
four of the five organisations used only aggregated market data as opposed to 
individual customer data to facilitate their marketing activities. Three of these 
organisations reasoned that using individual customer data was not really useful as 
the event moved to a different location for each occurrence.  
 
It can be summarized that the influence of target market characteristics was 
dependent on the specific characteristics of the case organisation’s sports event. For 
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example targeting participants was not considered important if participants qualified 
to attend the event and targeting individual spectators was not considered important 
if the event moved to a different location for each occurrence. 
 
4.1.3.6 RI 2f. How does organisational strategy influence the use of measures 
required for the determination of return on marketing investment? 
 
The final research sub-issue examined organisational strategy. Organisational 
strategy includes the objectives of the organisation required to achieve the 
organisation’s purpose (Kotler, Keller & Cunningham 2007). In order to determine 
organisational strategy the case participants were asked to describe the purpose and 
goals for their event. This was supported by documentary evidence and included, for 
example, mission statements, constitutions, strategic plans and minutes from 
meetings.  
 
In the review of the literature, it was determined that organisations with objectives 
that focus on broader issues beyond profitability will require more complex 
calculations of ROMI largely because financial return will be realized more 
indirectly (Lenskold 2003; Schultz & Schultz 2003). Three distinct purposes and 
goals were identified by the case organisations, two of which focused on broader 
issues beyond revenue generation including promotion and development of the sport, 
and providing an environment for engaging in sport.  
 
All of the case participants stated that providing an environment to engage in the 
sport was a primary purpose or an important goal of the event. In addition, five case 
participants identified the promotion and development of their sport as being the 
primary purpose of the event. Four case participants identified that generating 
revenue either directly through the event, or indirectly in support of another business 
was the primary purpose of the event. These results are summarized in table 4.15. 
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Table 4.15: Purpose and goals identified by the case organisations 
Purpose and goals A B C D E F G H I J K L 
Promotion and 
development of sport 
    √ √ √ √  √   
Generate revenue √ √ √ √         
Providing an environment 
for engaging in sport 
√ √ √ √ √ √ √ √ √ √ √ √ 
Source: Developed from this research. 
 
Five of the case organisations identified the event as having a purpose for the 
community. The community purpose for four of the events was to provide an 
environment for engaging in the sport, and for one of these organisations this 
included the community developing new facilities. The purpose of the event 
identified by the fifth case organisation was to stimulate economic growth.  
 
The complexity of the ROMI calculation can also be increased by organisations with 
strategies that focus on retaining the current market over the long-term as opposed to 
short-term increases in profitability by growing the market and acquiring new 
customers (Best 1997; Kerin et al. 2005). To determine whether or not the case 
organisations focused on retention or acquisition strategies, the case participants 
were asked to identify the objectives of their marketing activities.  
 
Seven of the case participants representing each type of organisation and level of 
event stated that their marketing objectives were to attract new participants and or 
spectators. Participants from one regional sports association and one national 
volunteer organisation noted that their marketing objectives were both the acquisition 
of new participants and the retention of existing participants. Two of the participants 
representing volunteer organisations were unclear as to their marketing objectives, 
and one volunteer organisation case participant noted that the organisation’s 
marketing objectives focused solely on retention. The distribution of the case 
organisations’ objectives for their marketing activities is illustrated in figure 4.7. 
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 Figure 4.7: Frequency distribution of case organisations’ focus on acquisition of 
new participants and or retention (N=12) 
 
Source: Developed from this research. 
 
 
Cross-case analysis – Table 4.15 illustrates a clear pattern when comparing across 
cases. The four sports associations identified that their purpose was to promote and 
develop the sport along with one volunteer organisation. The four for-profit 
organisations felt generating revenue was their purpose. All the case organisations 
included providing an environment for engaging in sport as a purpose. 
 
In comparing the focus of marketing objectives, all four of the for-profit 
organisations focused on acquisition of new participants. Case B explained this focus 
as a result of moving to a larger venue and therefore requiring new ticket sales. Case 
C explained the need for acquisition objectives as a result of ‘focusing on specific 
age brackets’ combined with ‘extreme growth.’ Once a participant moves through 
the age bracket, they are no longer able to attend the event thereby requiring the 
acquisition of new participants. There were no other patterns evident in the 
distribution between the sports associations and volunteer organisations or the 
regional versus national and international organisations. 
 
4.1.3.7 Summary of results from research issue two  
Research issue two examined the specific characteristics of non-professional sports 
event organisations that influence the use of measures required for the determination 
of return on marketing investment. The specific characteristics examined where 
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based on the speculation that non-professional sports event organisations may be 
limited in their available resources, the multidimensionality of sports events may 
complicate the collection of the required data, and multiple stakeholders with diverse 
marketing objectives may make it difficult to set clear objectives. 
 
The results revealed that the case organisations felt their resources were limited in 
terms of available time, but only one case organisation felt limited financially with 
the rest of the case participants claiming that more money could be raised through 
increased sponsorships if necessary. In terms of marketing skills, the case 
organisations all felt they had sufficient operational skills, but only the sports 
associations and one for-profit organisation felt they had sufficient marketing skills. 
Stakeholder objectives were not considered to be influential to the marketing of the 
case organisations’ sports events. Concern was expressed by two case organisations 
that the multidimensional product may make determining marketing measures more 
complex. The target market characteristics also impacted the case organisations 
differently depending on the composition of participants and the location of the 
event.  
 
The next research issue examines whether or not the findings from exploring the first 
two research issues facilitate the use of a methodology to determine return on 
marketing investment. 
 
4.1.4 RI 3. What data are currently being collected by non-professional sports 
event organisations that could be utilized in measuring return on marketing 
investment? 
 
Answering research issue three requires combining and evaluating the information 
collected in answering RI1 and RI2 to identify data that can be used in a calculation 
of ROMI. The result is a proposed methodology that non-professional sports event 
organisations can use to incorporate a calculation of ROMI in their marketing 
process. 
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4.1.4.1 What data are currently collected for use in calculating return on marketing 
investment 
 
The first research issue examined what measures, if any, are currently used to 
determine return on marketing investment in non-professional sports event 
organisations. The results from exploring this research issue found that all the case 
organisations used sales measures. Consumer based measures were only used by 
seven of the twelve case organisations and three of those only collected one measure. 
Customer relationship measures were also only used by seven of the twelve case 
organisations with only three of those organisations collecting one measure. The 
consumer based and customer relationship measures were collected and used mainly 
by sports associations and larger national and international events.  
 
No case organisation currently had a methodology in place that used measures to 
determine return on marketing investment, although a range of measures with 
increasing sophistication were collected. In determining the marketing spend, sales 
measures were used by all the organisations to either set budgets based on historical 
data, set budgets matched to objectives, or to anticipate future revenues and set 
budgets to meet this target. The marketing investment was not evaluated by relating 
the future revenues to specific marketing activities. Consumer based data, although 
collected by the case organisations, was only used to determine the return on 
sponsorship, and not used to determine the marketing spend. Likewise, customer 
relationship data, although collected by seven of the case organisations, were only 
used by one case organisation to informally inform marketing spend decisions and 
used by the other case organisations only to evaluate past performance. 
 
Consequently, a methodology that focuses on the use of sales measures would be 
consistent with the measures currently being used by all the case organisations. In 
addition, as some of the sports associations and national and international case 
organisations did use more sophisticated measures to inform other types of 
organisation decision-making it is feasible to consider proposing a more complex 
methodology for these organisations that collected some of the more sophisticated 
measures. 
 
  - 131 - 
4.1.4.2 Limitations resulting from specific characteristics of sports event 
organisations 
Six specific characteristics of non-professional sports event organisations that might 
influence the use of measures required for the determination of return on marketing 
investment were identified in the literature review and explored further using the in-
depth interviews. Table 4.16 provides a summary of the results listing each of the six 
characteristics and each characteristic’s potential influence on determining return on 
marketing investment. 
 
Table 4.16: Summary of the potential limitations of six specific characteristics of 
non-professional sports event organisations on determining return on marketing 
investment 
Specific characteristic Summary of potential limitations 
1. Financial resources Money and technology not considered limiting 
by most of the case organisations Some 
limitation in terms of available time and human 
resources. 
2. Human resources Some limitation in skills required to understand 
measurement processes 
3. Multiple stakeholders Not considered to be a limitation 
4. Product characteristics Complex product may limit the ability to collect 
data for some of the case organisations 
5. Target market characteristics Not considered to be a limitation and individual 
customer data collection may not be relevant 
for some of the case organisations 
6. Organisational strategy Some of the case organisations did not have 
clear marketing objectives. The not-for-profit 
case organisations may be limited by not having 
obvious financial motives for implementing 
measures of return on marketing investment and 
some organisations with a short-term focus may 
not see value in the use of more complex 
methods that incorporate the time-value of 
money 
Source: Developed from this research. 
 
The first characteristic was the available financial resources in terms of money, 
technology and human resources. Only one case organisation felt limited by money. 
The remaining case organisations felt more money was always available 
predominantly through increased sponsorships. Only three case organisations 
identified having limited technological resources, however, these case organisations 
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indicated that the limited technology was a result of limited man-power to use the 
technology. 
 
Adequate and available man-power was considered limiting by more than half of the 
case organisations and more specifically time was identified as the most limiting 
resource. This response is further evident from examining potential case participants 
who initially declined to participate in the research project claiming they did not have 
enough time available for an interview. Constraints in available time may limit the 
case organisations’ ability to implement more complex measures which require more 
time for data collection and analysis.  
 
The second characteristic was the available human resources in terms of marketing 
skills rated by each case participant and corroborated by the amount of directly 
related education and experience. Marketing skills were identified as a limiting factor 
by seven of the twelve case organisations. More specifically, a lack of marketing 
experience was acknowledged by four organisations. This deficiency was felt to 
significantly limit the ability of these case organisations to use more complex 
calculations of ROMI, which would require more complex levels of analysis. This 
result indicates that simple measures would be more suitable for use by organisations 
with limited marketing skills. 
 
The third characteristic was the influence of multiple stakeholders and all the case 
organisations identified the presence of multiple stakeholders. However, stakeholder 
goals and objectives were not identified as influencing the marketing decision-
making process of the case organisations. Consequently, the presence of multiple 
stakeholders was not considered to limit the ability of the case organisations to 
determine return on marketing investment. However, the inconsistency of this result, 
in that the case organisations identified stakeholders as being influential, but did not 
consider the influence of the stakeholders in the decision-making process, is 
indicative of potential difficulties that may exist with the case studies incorporating 
stakeholder goals and objectives.  
 
The complexity of the sports event product was the fourth characteristic and was 
considered a limitation by two of the case organisations in calculating ROMI. The 
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remaining case organisations related that they considered their events to be a single 
product, and therefore, did not consider the product complex enough to confound the 
collection and analysis of data. 
 
Exploring the fifth characteristic, the ease of collecting target market data, identified 
the timing and location of a sports event as a significant issue. It was noted by some 
that collecting individual customer data may not always be relevant, for example 
collecting spectator data when the venue location was constantly changing, when the 
event was sold out, or collecting participant data when participants competed in a 
qualifying event specifically to attend the championships. 
 
The final and sixth characteristic examined was the influence of the organisational 
strategy. Strategy was examined from two levels, the overall purpose of the event, 
and the specific marketing objectives. It was found that all twelve case organisations 
had an overall purpose of providing an environment for engaging in sport and that 
only the four for-profit events included an additional purpose to generate revenue. 
This suggests that the not-for-profit organisations (sports associations and volunteer 
organisations) may be limited in their desire to implement a methodology for 
determining return on marketing investment as their goals are not obviously related 
to revenue generation. On the other hand, the four for-profit organisations will have a 
direct connection, and therefore will more easily be able to see the value of 
calculating ROMI.  
 
With respect to specific marketing objectives, only three of the twelve case 
organisations identified long-term marketing objectives. The remaining case 
organisations were unclear on their marketing objectives or identified only short-
term acquisition objectives. This result suggests that it would be important for non-
professional sports event organisations to understand the marketing process and the 
need for clear objectives before any kind of measurement is considered. The 
consequence of having short-term acquisition objectives is that most of the case 
organisations with a short term focus are unlikely to see value in measuring return 
over a longer period of time. Consequently, these case organisations will favour a 
simpler methodology for calculating ROMI that does not incorporate future returns. 
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4.1.4.3 Proposed methodology for determining return on marketing investment 
 
The issues and limitations identified following the exploration of the first two 
research issues and described in the previous section were used to prepare a proposed 
methodology for calculating ROMI. A guide was developed that included three 
progressive stages of calculating ROMI. Each stage included more complexity in the 
methodology and could be incorporated in the determination of return as the sports 
event organisation developed more desire and sophistication in applying the 
marketing process. The complete guide is included in Appendix G. The following 
describes each stage and the findings that were considered in the development of 
each stage. 
 
Stage 1: The first stage of the guide included the title, an introduction to the guide 
and a summary of the process for making marketing investment decisions as depicted 
in Chapter 2 table 2.2 and developed from Best (1997). A simple example relevant to 
sports event organisations was included for each step of the seven step process 
identified by Best (1997). This example was provided to help explain how the 
process could be applied to non-professional sports event organisations.  
 
The title for the guide avoided the use of marketing terminology to better 
accommodate sports event organisers that had limited marketing skills and may not 
be familiar with marketing terminology. The title also provided insight into why an 
organisation would apply a methodology to calculate ROMI by asking, Is this 
marketing activity worth it?  
 
The introduction further addressed the limitation that not-for-profit events may not 
see the value in determining return on marketing investment as their goals are often 
not directly related to revenue generation. This was done by stating that even not-for-
profit organisations need to undertake marketing activities in order to fulfill their 
missions and therefore need to be accountable for marketing expenditures.  
 
The introduction and the seven-step process emphasized the importance of having 
clear marketing objectives. Two of the case organisations were not able to identify 
clear marketing objectives. Without clear objectives it would not be possible to 
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measure the return on those marketing objectives. Therefore, in order to facilitate 
calculating ROMI, the seven-step process outlined by Best (1997) was included to 
ensure that, initially, the marketing objectives would be clearly defined. This process 
also provided further insight as to the purpose and potential benefits for calculating 
return on marketing investment. 
 
Stage 2: The second stage of the guide provided a methodology for calculating 
ROMI with an example calculation. The example included a base case, the estimated 
change assuming no marketing activity was undertaken, and the estimated change 
assuming investments were made to achieve a specified objective. 
 
This simple methodology was proposed to accommodate those organisations with 
limited marketing skills and with limited time to implement more complex measures 
that would require more complex data collection and analysis. This proposed simple 
methodology incorporates only production and sales measures, which are consistent 
with the measures that are currently being collected and used by the case 
organisations. The proposed methodology also uses aggregated data with an 
explanation as to how these data could be collected from individual customers. This 
was done to accommodate those organisations with complex products that may be 
unable to separate individual product contributions, and also for those organisations 
that do not consider individual customer data relevant to their organisation. 
 
Stage 3: The final stage of the guide included an explanation about why it is 
important to ensure accurate estimations in evaluating ROMI. This was followed by 
an explanation of the time-value of money and a more complex example of the 
proposed methodology for calculating ROMI that incorporated consumer based and 
customer relationship measures. 
 
This more complex example followed the same proposed methodology used in the 
simple example in order to provide a consistent progression in complexity for those 
organisations that initially had limited resources in terms of skills and time, but may 
chose to implement a more complex methodology in the future. The measures used 
in this complex example are considered feasible to use by the case organisations that 
identified sufficient financial and technological resources. In addition, the sports 
  - 136 - 
associations and national/international organisations that currently collect consumer 
based and customer relationship measures would be made aware of how these 
measures could be appropriately applied to calculate ROMI. Finally, this example 
incorporated the time-value of money, which is appropriate to consider for those 
organisations that identified long-term marketing objectives such as the development 
of their sport over time. 
 
An even more complex methodology requiring statistical modelling and customer 
profiling was deemed inappropriate for inclusion in this guide as the case 
organisations did not currently measure their return on marketing investment, and 
many did not have the time or the skills to implement complex methodologies.  
Indeed, only selected organisations currently collected the required data for more 
complex calculations, and several organisations did not feel their sports event 
warranted the implementation of sophisticated marketing processes and evaluation 
processes. Consequently, the three-staged guide was prepared that emphasized the 
value of measuring return on marketing investment at the start, and then included a 
simple methodology that could be expanded on to improve the accuracy of the 
estimates in the future. The following section reports on the application by the case 
organisations as to the appropriateness of this guide and the proposed methodology.  
 
4.2 Convergent interview results 
All twelve of the case organisations were given a copy of the three-stage guide, 
which outlined the proposed methodology for calculating ROMI. Nine of the cases 
participated in convergent interviews designed to explore the optimal application of 
the guide. Table 4.17 identifies the number of case organisations that did participate 
in the convergent interviews in terms of organisational structure and level of the 
event. 
 
In the following sections, first the limitations that resulted from non-participation in 
the convergent interviews are examined. This is followed by an analysis of the 
results from the case organisations that did participate in the convergent interviews. 
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Table 4.17:  Number of case organisations participating in convergent interviews in 
terms of organisational structure and level of event  
 Regional National/ International Total 
For-profit Organisations 2 2 4 
Sports Associations 1 2 3 
Volunteer Organisations 1 1 2 
Total 4 5 9 
Source: Developed from this research. 
 
This analysis starts with an examination of the development of questions used during 
the convergent interviews. Next, the limitations identified by the case participants 
who participated but determined the guide not to be useful are examined. This is 
followed by a presentation of the challenges identified by those case participants who 
participated in the convergent interviews and did determine the guide to be useful. 
Finally, the suggested modifications proposed by the case organisations are 
examined. Each section presents the findings starting with a look at each individual 
case organisation followed by a cross-case analysis. 
 
4.2 1 Limitations resulting from non-participation in convergent interviews 
The three case organisations that did not participate in the convergent interviews 
provided reasons for not participating that supported earlier findings as to the 
characteristics of non-professional sports event organisations that might limit the 
ability to determine return on marketing investment. One of the case organisations, 
Case I, declined to participate, but acknowledged the ‘good work’ of the project. This 
participant represented a volunteer organisation with a volunteer board and had 
stepped down from his position and therefore was no longer interested in 
participating.  
 
It should be noted that potential case organisations that initially declined to 
participate in the project also declared this lack of a long-term position with the 
sports organisation and consequent lack of knowledge as the reason for their not 
participating. A second volunteer organisation, Case L, also acknowledged the 
limitations of a volunteer board stating that he did not understand the guide and he 
felt currently there were no volunteers on the board who might be interested in that 
type of information. Finally, the third case organisation, Case F, did not participate 
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due to a lack of available time within the time constraints imposed by completing 
this research project. The explanations provided by these cases indicate lack of 
knowledge, time, and the perceived importance or relevance of the topic being 
studied all contributed to non-participation in the convergent interviews. 
 
Lack of available time was also cited by four other case participants who were 
unavailable to participate in the convergent interview process until three to four 
months after receiving the results of the initial phase of the research project. The 
reasons given for this delay included the seasonality of the sport and the availability 
of the paid staff and volunteers. 
 
Cross-case analysis – The two organisations that identified limitations of the 
volunteer board as the reason for not participating in the convergent interview 
process were both volunteer organisations. One was a regional event and one was a 
national/international event. Both had marketing budgets of less than $10,000.  
 
The organisation that identified available time as a limitation for not participating 
was a regional sports association. The other four organisations that delayed their 
interviews as a result of available time included two for-profit organisations, one 
sports association and one volunteer organisation. Three of these events were 
national/international events and only one for-profit event was a regional event. All 
the cases that identified time as a limitation indicated it was a consequence of either 
the seasonality of the sport or the availability of paid staff and volunteers. 
 
Taking into consideration this evidence from a range of sports event organisations 
combined with the reasons given for the non-participation by three cases in the 
convergent interviews suggests that it is not practical as a result of lack of time and 
knowledge for non-professional sports to apply measures to calculate ROMI. This 
result is explored further in the following sections by examining the results from the 
nine convergent interviews that were completed with the case participants. 
 
4.2.2 Convergent interview question development and data analysis 
The data collected during this phase of the research project included email responses 
received after distributing the guide, notes on additional responses received when 
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scheduling the interview, and notes taken during the convergent interviews. The data 
collected were documented and incorporated in the case record summarized in 
Appendix E, uploaded to ATLAS.ti 5.0, coded, and analysed using tables and 
matrices. 
 
The first case interviewed during the convergent interview process was the pilot case. 
The interview was initiated by asking a broad question as to whether or not the case 
participant thought the organisation might be able to use the guide, and if not why. 
This question was followed by asking if the participant could see any challenges in 
determining return on the marketing dollar and if the participant could think of an 
example when the guide might be helpful. During the first interview it was revealed 
that there were limitations to the usefulness of the guide, there were challenges to 
understanding the process, determining the measures, and limits to available time. 
Additional questions were formed and added to the list of questions to be asked in 
subsequent interviews to further probe the responses to these first questions. During 
subsequent interviews, no further central issues were identified. Consequently, 
convergence was quickly reached on the four central issues identified by the pilot 
case. Nevertheless, each subsequent interviewee was asked similar probing questions 
to evaluate any variability in the central issues as a result of heterogeneity in the 
sample. The full list of questions is included in table 4.18. 
 
4.2.3 Limitations resulting from the guide determined to not be useful 
Only one case participant, Case A, stated that the guide would not be useful in some 
form. Case A claimed the guide was above the level required by his organisation. It 
should be noted that this sentiment was similarly expressed by potential cases that 
declined to participate as a consequence of feeling they did not do enough marketing 
for this study to be of interest to them.  
 
During the convergent interview, Case C recalled that when the organisation was 
smaller the guide would not have been useful. Case C explained, ‘It would have been 
a nice thing to do, but there would have been no incentive because the revenue 
source would not have been large enough.’ Case J similarly expressed concern that 
there would be no ‘organisational will’ to use the guide although the representative 
from Case J was, ‘willing to take on the challenge.’ Case H also identified that there  
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Table 4.18: Full list of convergent interview questions 
Opening questions: 
Do you think you might be able to use this guide? 
If not, why? 
If yes, do you see any challenges in determining the return on your marketing dollar? 
Can you think of an example when the guide might be helpful? 
 
Additional questions: 
Is there any information regarding the seven-step process that requires further 
explanation? 
Can you give me an example of a strategic marketing objective for your 
organisation? 
Can you give me an example of an activity you might undertake or have undertaken 
to achieve that objective? 
Would you use this process to evaluate whether or not that marketing activity was 
worth it? Why or why not? 
Do you have any recommendations for changing the process that would make it more 
useful? 
Does the process described for measuring return make sense? Why or why not? 
Does this seem like a process you would follow before undertaking a marketing 
activity? Why or why not? 
Would you be able to collect the data needed to do this calculation? Why or why 
not? 
Would you use the more complex process described on page three and illustrated on 
page four of the guide? Why or why not? 
Source: Developed during the convergent interview process. 
  
may be no organisational incentive to use the guide largely as a consequence of 
having access to further funding. Case H felt if further funding was available then 
there was no incentive to determine if a marketing activity was worth it because all 
planned activities could be undertaken. 
 
Cross-case analysis – Although only Case A determined the guide to not be useful, if 
this result is examined in conjunction with Case I and Case L that declined to 
participate in the convergent interviews, and Case J that identified a lack of 
organisational will, there is some consistency across cases in terms of considering the 
guide not useful with respect to size of the marketing budget. All these cases had a 
budget of less than $10,000. Only Case D and Case K who determined the guide to 
be useful had similarly small budgets. However, this finding should be contrasted to 
that of Case H, who expressed a possible lack of organisational will in implementing 
the guide as a consequence of unlimited revenue sources.  
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Interestingly, Case A, who was the only participant interviewed who determined the 
guide was not useful, was also the only case organisation that identified limited 
financial resources. The other case organisations all felt more money could be raised 
if necessary. Consequently rather than being the size of the budget, it was evident 
that the guide may not be considered useful if the sports event organisation did not 
perceive the marketing activities and marketing investments undertaken by the 
organisation as significant enough to be worth measuring, or if the financial 
resources are not constrained. 
 
4.2.4 Challenges identified in implementing the guide 
Eight case organisations acknowledged that the guide would be useful and seven 
noted some potential challenges in using the guide. Table 4.19 summarizes the 
challenges identified by the case organisations and the number of case organisations 
that identified each challenge. 
 
Table 4.19: Summary of challenges identified by case organisations who perceived 
the guide useful (N=7) 
Cases 
Difficult to 
understand 
process 
Measures 
difficult to 
determine 
Limited 
available 
time 
    
B  √  
C  √  
D √   
E √ √  
    
G √ √  
H    
    
J √  √ 
K √ √ √ 
    
Total 5 5 2 
Source: Developed from this research. 
 
 
Five case organisations identified difficulties in understanding the guide and then 
using the processes outlined to calculate ROMI. Three of these case organisations 
asked for further explanation of the guide and after working through an example, felt 
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the guide was useful and provided their own example of how the guide could be 
applied. Case D worked through a very specific example driven by calculating ROMI 
on a clearly defined marketing objective and Cases J and K used more general 
examples with less specific details. Case K commented, ‘it seems really complicated, 
but when you break it down piece by piece it is not really that bad.’ 
 
Cases E and G also identified difficulties in understanding the guide as being a 
challenge to calculating ROMI. After working through an example, Case E indicated 
that the guide would be difficult to understand without a full-time marketing person 
responsible for using the guide, and Case G expressed concern regarding volunteer 
host committees having enough knowledge to implement the guide. Case G stated, 
‘The host committee could be at a level where they would understand how to use this, 
but unfortunately I can’t be sure of that.’ 
 
Five case organisations also identified potential difficulties in collecting the data 
required to use the measures in the guide. Case B felt that measuring the change in 
revenue attributed to one specific marketing activity would be difficult, but then 
provided possible data collection methods that could make this easier. Case C 
identified difficulties as a result of a complex product, but also felt that this could be 
overcome by using aggregated data. Case E and Case G identified difficulties in 
collecting target audience data, but still felt the guide was useful and Case K just 
expressed a general concern as to how to track the required information.  
 
Only Cases J and K expressed the availability of time as a challenge to using the 
guide. Case J felt it was, ‘a matter of being willing to take the time to be organised’ 
and Case K suggested getting a marketing committee together as, ‘it would not be 
possible for me to do it on my own – not enough time.’ 
 
Case H was the only case participant that did not identify any challenges in 
implementing the guide, but did acknowledge that the organisation would need to 
establish a process for obtaining the relevant data. 
 
Cross-case analysis – The case organisations that identified potential challenges to 
using the guide included representatives from the three different types of sports 
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organisation structures and from both regional and international levels of events. The 
only consistency was the two organisations that identified the available time as a 
challenge to using the guide were both volunteer organisations. These two volunteer 
organisations also identified available time as a constraint to their resources in the 
initial in-depth interview as did the two other volunteer organisations that declined to 
participate in the convergent interview. It should be noted that all the for-profit 
organisations also identified available time as a concern in the initial interview, but at 
the time of the convergent interview both Cases B and C had made investments to 
increase the available time of employees. 
 
Three out of four of the organisations that initially identified their organisation as 
having limited marketing skills, found the guide difficult to understand. Case B was 
the only organisation with limited marketing skills that did not indicate the guide was 
difficult to understand. Two sports associations also indicated the guide was difficult 
to understand, but their concern was with the abilities of their partners in operating 
the event, such as host committees, being able to understand the guide as opposed to 
not being able to understand the guide themselves.  
 
Case B was the only organisation that did not collect data beyond basic financial data 
and that identified the determination of measures to be a potential challenge. Case K 
also identified the determination of measures to be a potential challenge, but Case K 
collected some industry data and consumer based data in addition to financial data. 
The remaining three case organisations that identified the determination of measures 
as a challenge, all maintained a longitudinal database unlike Case B and K. 
Interestingly, Case E and G who both collect industry data identified difficulties in 
collecting meaningful target audience data. Case C, indicated in the initial in-depth 
interview difficulties in determining measures required to calculate ROMI as a result 
of a complex product and restated this concern during the convergent interview. 
 
4.2.5 Suggested uses and modifications to the guide 
Eight of the nine case organisations that participated in the convergent interviews 
indicated that they found the guide useful in some respect. Cases B, D, J, and K all 
provided examples of how the guide could be used by their organisation. Case C, 
who also thought the guide was useful stated, ‘Now the marketing spend is so much 
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larger it is absolutely required to do this type of analysis because the decisions that 
are being made, the size of the money that is being spent is so large that it will have 
a significant impact on the organisation.’ Cases E and G felt the guide would be 
useful for other organisations such as host committees. Case G claimed, ‘the guide 
provides some value to take to the committee level and discuss the marketing 
initiatives and how to proceed.’ Case H also felt the guide would be useful to take to 
the appropriate committee and added that the guide made her aware of what she 
should have been doing, relative to what she actually is doing. 
 
Only two case organisations, Cases C and E, indicated the time-value of money 
component of the guide was useful. Case E felt time could be considered just by 
extrapolating potential revenues and expenses. Case C felt his organisation wasn’t 
quite at the stage where the time-value of money concept could be effectively 
applied. Case C claimed, ‘I still think we are behind the curve, but moving ahead,’ 
and in considering the more complex process explained ‘the data is in place, it just 
needs to be better analysed for this purpose.’ The remaining cases did not feel the 
time-value of money component of the guide was useful. 
 
Case B felt he didn’t have the data to use the time-value of money component of the 
guide, and expressed no interest in collecting the required data or to do this type of 
calculation. Cases D, J and K all felt implementing the simple process without the 
time-value of money component was complex enough, and Cases G and H did not 
feel the time-value of money was relevant for their events. Case G explained: 
‘The time-value is not important unless you go back on a regular 
basis to the same community, for example if the facilities are 
limited to a few locations so you have to keep returning. If the host 
is in the same place every year then this process is quite 
appropriate, but from an event level that moves from place to place 
this is quite tough.’ 
 
Four of the eight case organisations that found the guide useful suggested 
modifications to the guide that would make the guide more applicable to their 
organisation. These proposed modifications are summarized in table 4.20. 
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Table 4.20: Summary of suggested modifications to the guide 
Case Proposed Modifications 
B Include evaluation of marketing activity after it has been implemented 
E Incorporate in strategic planning process and reporting requirements 
G 
Include definition of marketing and marketing activities 
Use a simpler example with a title 
Make it applicable to sports clubs with memberships 
K Make it more general so it can be applied to all operational decisions (not just marketing decisions) 
Source: Developed from this research. 
 
Case B suggested that measuring before a marketing activity occurs is difficult, but 
the guide could be used as a reminder of the process that should be followed before 
making marketing investment decisions and then the calculation could be done after 
the activity had been implemented at which time the data would be easier to measure. 
Even though the value of calculating ROMI is for planning marketing activities in 
advance of making decisions, Case B felt he needed more time to understand and 
implement the marketing process, and therefore he would find more value in using 
the calculation for post implementation evaluation. Case E felt that a less formal 
process, which incorporated strategic planning and included reporting what was 
being done and why, would be simpler. Case G had several suggestions the first 
being to include a definition of marketing and marketing activities. The second was 
to simplify the example and give it a title so that it was easier to follow from the start 
of the guide through to the end. And finally, Case G felt the guide could be 
‘massaged a little’ to use for the sports clubs that had a membership client base. 
Finally Case K felt the guide could be made even more general and be applied to all 
operational decisions, not just marketing. 
 
Cross-case analysis – In examining across the eight cases that found the guide useful, 
several patterns are evident. First, the three sports associations felt the guide would 
be useful for their member organisations and host committees and felt for their own 
purposes it only acted as a discussion document to, ‘make sure you have done 
everything you could possibly do to make the event a success’ (Case H). Whereas, 
the three for-profit organisations and the two volunteer organisations all provided 
examples as to how the guide could be applied by their own organisations.  
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Another consistency was the determination by the two national/international sports 
associations that the time-value of money was irrelevant for their events. The reason 
given was the movement of the event to a different location each year. This 
movement of the event is also the situation with Case E, a regional sports 
association, but Case E used an example of a brochure that could be used for five 
years. Consequently, Case E felt there may be some incentive to consider the return 
over a longer time period. The other events operated by the case organisations that 
participated in the convergent interviews all occurred in the same location each year, 
and only one of these cases, Case C, a for-profit national/international event, felt the 
time-value of money was relevant. 
 
Case C identified the size of the marketing investment as being important in 
incorporating the time-value of money in the calculation of return. Case C stated, 
‘Now the marketing spend is so much larger it is absolutely required to do this type 
of analysis.’ In comparing across cases, Cases B, C, E, G and H all had budgets in 
excess of $10,000. Cases G and H felt the time-value of money was irrelevant 
because their events moved to different locations each year. Case B expressed no 
interest in calculating the time-value of money and the remaining cases, Cases D, J 
and K with smaller budgets, found the simple calculation complex enough. 
 
A clear pattern that emerged with respect to the application of the more complex 
calculation involving the time-value of money was that all the case organisations 
identified as having limited marketing skills felt the calculation was too complex or 
were not interested in applying the calculation. The case organisations identified as 
having more advanced marketing skills either felt the calculation was useful, or 
irrelevant to their event. 
 
The convergent interviews were designed to test the proposed methodology 
developed as a result of exploring the three research issues. The findings from the 
convergent interviews provided the basis for the final proposed methodology for 
calculating return on marketing investment, which is presented in Appendix H. 
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4.3 Conclusion 
This chapter reported the results of the data collection process including the results 
from the twelve in-depth interviews and the results from the nine case organisations 
that agreed to participate in the convergent interviews. Analysis of the results from 
the in-depth interviews included background information on each of the case 
organisations and the results relevant to the three research issues. The analysis of the 
convergent interviews tested a proposed methodology for incorporating a ROMI 
calculation in the marketing process of non-professional sports events. 
 
The background information collected during the in-depth interviews identified 
commonalities in the case organisations’ backgrounds, which then provided insight 
during the convergent interview process with respect to why, or why not, the case 
organisations found the guide useful, and how the guide might be applied. The 
results of the in-depth interviews revealed that the case organisations currently rely 
on sales measures, if any measures are used at all, to determine their marketing 
return. The methods used currently for determining the marketing investment 
included a range of methods from basing the amount spent on the budget from the 
previous year, matching marketing activities to achieve objectives, and forecasting 
potential revenues and basing the marketing budget on the size of the anticipated 
revenues. Consumer based and customer relationship measures were collected by 
some of the case organisations, but these measures if used, were predominantly used 
for measuring sponsorship return and economic impact, and by one case 
organisation, only informally incorporated in the marketing investment decision-
making process. Evidently, calculations of return on marketing investment were not 
currently used by the case organisations.  
 
To explore further why measures of return on marketing investment were not used, 
six characteristics of non-professional sports event organisations were examined. It 
was revealed that only four of those characteristics were likely to influence the 
ability of the case organisations to use measures to determine their return on 
marketing investment. These included limited available time, limited marketing 
skills, a complex product that may make measurement difficult, and marketing 
objectives that may be unclear, do not have financial motives, and are short-term. 
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Multiple stakeholders and target market characteristics were determined to not be 
influential. These results provided the basis to develop a guide outlining a proposed 
methodology for calculating ROMI. This guide was then tested using a convergent 
interview process. 
 
Initially it was determined as a result of non-participation in the convergent interview 
process that the guide may not be appropriate for application by non-professional 
sports event organisations as a result of lack of available time and resources 
particularly with consideration for volunteers. It was found that the not-for-profit and 
for-profit organisations with smaller budgets and perceived insignificant marketing 
investments were less inclined to find the guide useful as were organisations at the 
other end of the spectrum that did not perceive their monetary resources to be 
constrained. The sports associations, which involved both paid workers and 
volunteer host committees in marketing decision-making, felt the guide provided a 
useful discussion document, whereas the for-profit and volunteer organisations that 
found the guide useful provided examples as to how the guide could be applied 
directly. Further analysis of the convergent interview results, however, revealed that 
the guide may be more useful by addressing some challenges and by making some 
modifications to the guide. These modifications included making the guide easier to 
understand and clarifying how it can be applied.  
 
This chapter presented the results relevant to the research question by addressing the 
three research issues and related research sub-issues. The following and final chapter 
discusses those results relevant to the available literature, presents the conclusions of 
this research project, and identifies the implications of the findings on theory, policy 
and practice.  
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CHAPTER FIVE – DISSCUSSION, CONCLUSIONS AND IMPLICATIONS 
 
5.0 Introduction 
Chapter 4 presented the results of the research from the data collection process. This 
chapter will discuss the meaning and significance of those results with respect to the 
issues identified in Chapter 2. This chapter also concludes this research project by 
addressing the initial research question - How can non-professional sports event 
organisations optimize the measurement of return on marketing investment?  
 
At the outset, a comprehensive review of the literature of marketing investment 
decision-making processes revealed a notable lack of research that could provide 
specific insight into the process of decision-making by non-professional sports event 
organisations. Indeed, there was a paucity of research regarding the unique 
characteristics of non-professional sports events that might influence this process. 
Thus, to gain an understanding of the context for this study, information was initially 
extrapolated from an examination of the literature on small businesses and sports 
events in general and extant research, which focused on larger businesses including 
larger sports businesses. 
 
 During this process it was recognized that the characteristics of non-professional 
sports event organisations mirrored small business more closely than larger 
organisations, and it was thought that the lessons learned by small business 
researchers in the area of marketing investment decision-making could inform and 
provide valuable insight into this study and its research issues. Therefore, research 
findings from studies of small businesses were identified to provide further 
comprehension of the marketing investment decision-making process in the non-
professional sports event organisation context. Consequently, to explore these 
extrapolations from the literature and extant research, and to verify the nature of the 
context necessary to answer the research question, two phases of data collection were 
required to complete the study.  
 
The first phase required exploring the existing practices and strategies used by non-
professional sports event organisations in their marketing and measurement of 
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marketing return on investment.  This process allowed the researcher to corroborate 
or challenge some of the extrapolations made in Chapter 2 during the literature 
review. The second phase applied this new understanding of the context to examine 
how non-professional sports event organisations could optimize the measurement of 
return on marketing investment. This chapter discusses the findings from both these 
phases of data collection, states the conclusions of the study, and identifies 
implications of the findings on theory, practice, and policy. 
5.1 Discussion and conclusions about the research issues 
This study sought to answer the question how can non-professional sports event 
organisations optimize the measurement of return on marketing investment?  
Three research issues were identified to elucidate the current situation in order answer 
this question. Thus, the study collected data in order to assess:  
1. how marketing investment decisions are currently made by non-professional sports 
event organisations; 
2. the specific characteristics of non-professional sports event organisations that 
influence the use of measures required for the determination of return on marketing 
investment; and 
3. the data that are currently being collected by non-professional sports event 
organisations that could be utilized in measuring return on marketing investment.  
 
In order to address the issues and thereby answer the research question, two stages of 
data collection were necessary. As planned the initial data collection lead to the 
development of a workable methodology (see Appendix G) that the case 
organisations were able to apply. The conclusions arising from the initial phase of the 
research have been presented in Chapter 4 and have been summarized in this section.  
 
Analysis of the collected data leads to the following discussion and conclusions 
relevant to each research issue. 
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5.1.1 RI 1. What measures, if any, are currently used to determine return on 
marketing investments in non-professional sports event organisations? 
 
5.1.1.1 Discussion 
Gauging the efficacy of marketing decisions can enable organisations, both for-
profit, and not-for profit, to more strategically plan future marketing activities (Clark 
2000; Shaw 2001; Stewart 2008). In spite of this, however, regular and systematic 
measurement of return on marketing investment is not common and is notably absent 
in smaller and not-for-profit organisations (Bogomolny 2004; McCartan-Quinn & 
Carson 2003; McKinsey & Company 2009). Consequently, it was expected that the 
case organisations which were representative of smaller organisations, would rely 
more heavily on intuition rather than on systematic measurement for making 
marketing decisions and this postulate was confirmed when examining how 
marketing investment decisions are currently made by the case organisations. 
 
One case participant described the process used to select marketing activities as 
‘pulling ideas out of the air.’ Given that this participant explained how he used the 
experience gleaned from his intuitive process to improve future decisions, it is 
interesting to note that his volunteer status resulted in loss of this repository of 
knowledge when his term ended. Thus, although intuition aided by the evaluation of 
past performance is often used by the case organisations, it is neither a reliable nor 
sustainable process for the selection of future marketing activities and planning. 
 
5.1.1.2 Conclusions 
A range of different methods are used by non professional sport event organisers to 
establish marketing budgets. The most common methods used by the case 
organisations were percentage of sales and objective and task methods. Revenue 
forecasting was only used by two case organisations to set budgets. It would appear 
from these results that non-professional sports event organisers use these analytical 
methods to assist in decisions related to budgeting rather than for forecasting.  In 
fact, measuring return on marketing investment is not currently undertaken as a 
method of evaluating potential marketing investments in any of the sample non-
professional sports event organisations in this study. 
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5.1.2 RI 2. What characteristics of non-professional sports event organisations 
influence the use of measures required for the determination of return on 
marketing investments? 
 
5.1.2.1 Discussion 
Three requirements for incorporating a measure of return on marketing investment in 
the marketing process were identified during the literature review. These included: 1. 
available resources (both financial and skill); 2. characteristics of the industry; and 3. 
alignment of measures with the organisation’s strategy (Australian Marketing 
Institute 2004; Best 1997; Lenskold 2003; Rust, Lemon & Zeithaml 2004). The 
manner in which these requirements were applied to non-professional sports event 
organisations revealed some similarities and some variations from the expectations 
outlined in Chapter 2.  
 
In the literature review it was noted that a lack of financial resources was a major 
limitation for organisations when it came to adopting processes required to measure 
financial return on marketing investment.  In particular, this issue was cited as a 
reason for not being able to invest in research, data collection, and databases of 
information required for ROMI calculations (Lenskold 2003; Rust, Lemon & 
Zeithaml 2004). This was accentuated in the small business literature with smaller 
companies generally noting a lack of resources for many business practices 
(Coviello, Winklhofer & Hamilton 2006; Hatton 1990; Huang & Brown 1999; 
Lenskold 2003; Longenecker et al. 2007; McCartan-Quinn & Carson 2003). 
 
Consequently, it was then anticipated that a lack of financial resources was going to 
be a major factor limiting non-professional sports organisations in their ability to 
adopt processes to measure financial return on marketing investment, as generally 
these organisations would have relatively small budgets (Bogomolny 2004; 
Loverseed 2001). Yet surprisingly, eleven out of the twelve case organisations did 
not perceive their financial resources for spending on marketing activities to be 
limited. The explanation provided for this perception was the ability of sports event 
organisations to seek sponsorships and investment partnerships to achieve their 
desired level of marketing activity. Contrary to the expectations following the review 
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of the literature, access to available financial resources was not determined to be a 
limiting factor in the regular and systematic measurement of return on marketing 
investment by non-professional sports event organisations. 
 
This conclusion brings into question another issue. If financial resources are 
perceived to be substantive, so that additional marketing activities can be funded 
through additional sponsorship, is there still value in determining return on 
marketing investment? It was agreed, that yes, there is still value, by eight of the nine 
case organisations who participated in the convergent interviews. These 
organisations provided examples as to how the methodology for measuring return on 
marketing investment could be used to support future marketing planning, and to 
improve decision-making within their organisations.  
 
Currently, the case organisations only engaged in minimal analysis, if any, to 
evaluate marketing investment decisions, and those case organisations who 
participated in the convergent interviews expressed a definite desire to improve this 
evaluation process. It was recognized by these case organisations that measuring 
return on marketing investment is one method that could provide this desired 
outcome. However, further analysis of the results found that this desire for improved 
decision-making did not necessarily translate into either the capability, or the will, to 
actually undertake a measure of return on marketing investment. 
 
Limited available time and skills were identified in the literature and confirmed by 
the case organisations as two potential barriers to incorporating a measure of return 
on marketing investment in the marketing process. The results from this study 
indicated a lack of available time was consistent to all case organisations regardless 
of whether they were operated by volunteers or paid workers. This lack of available 
time was particularly evident during the convergent interviews where available time 
was the primary reason given for delays in conducting the convergent interviews and 
by one case organisation for not participating. Although these delays could also 
result from a lack of knowledge or a perceived relevance for an organisation to 
participate in the study, time was still identified as a limitation during the initial 
interviews. Consequently, lack of available time is considered a limiting factor in the 
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ability of non-professional sports event organisations to incorporate a measure of 
return on marketing investment in the marketing process.  
 
Limited marketing skills were also evident across all three types of case 
organisations. In the literature review it was speculated that non-professional sports 
events operated by grass-roots community organisations, often as not-for-profit 
events, would have limited capacity in terms of marketing skills required to 
implement calculations of return on marketing investment. Further non-professional 
sports event organisations in general, which possess similar characteristics to small 
businesses, would be similarly characterized as having limited marketing skills 
(Huang & Brown 1999; McCartan-Quinn & Carson 2003).   
 
Accordingly, it was found that all the volunteer organisations and three of the four 
for-profit events reported limited marketing skills. Unexpectedly, however, the 
events organised by sports associations did not initially perceive themselves as 
having this same limitation. It was not until the convergent interview process that 
two of the sports associations expressed concern regarding their volunteer partners, 
such as host committees, having the required skills to incorporate a measure of return 
on marketing investment in the marketing process. Consequently, limited marketing 
skills were found to be an issue to sports associations working with event partners, as 
well as a limitation for for-profit and volunteer organisations. Limited marketing 
skills, therefore, along with limited available time, were found to be critical factors in 
determining how a non-professional sports event organisation can incorporate a 
measure of return on marketing investment in the marketing process.  
 
Industry characteristics were also identified as relevant to the manner in which 
organisations incorporated measures of return on marketing investment in the 
marketing process (Australian Marketing Institute 2004). Consequently, during the 
review of the literature, characteristics of the sports event industry were identified 
that would either facilitate the measurement of return on marketing investment or 
impede the process. Evidence from the literature lead to suppositions about the 
impact of: an accessible target market; a defined time component; and a culture of 
measurement on the ability of sports events to determine their return on marketing 
investment. The impact of the relationship of sports events with their customers and 
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the competitiveness of industry was less clear. The findings from the study make 
each of these characteristics worthy of discussion. 
 
As expected, it was observed that the case organisations with a defined client base, 
and therefore, an accessible target market, demonstrated the capacity to target their 
customers individually. However, not all organisations felt this was relevant, 
particularly if their event moved to different locations with unfamiliar markets each 
time the event was held.  
 
The dedicated time component of events facilitated the collection of time specific 
data. This data could be easily incorporated in the calculation of ROMI without 
requiring any further analysis, but as speculated, the case organisations currently did 
not perform this calculation.  
 
A culture of measurement was not an integral component for any of the case 
organisations. This finding belied expectations derived from the review of the 
literature that sports event organisations who engage in the measurement of 
sponsorship return and economic impact may have already developed a culture of 
measurement, and therefore, may have been more apt to adopt measures of return on 
marketing investment.  
 
It was postulated that the impact on organisations of long-term customer 
relationships and highly competitive environments would facilitate the determination 
of return on marketing investment (Berger et al. 2002; Simpson & Taylor 2002). 
However, this was constrained by characteristics of small businesses and the 
presence of transient volunteer governance structures (McCartan-Quinn & Carson 
2003). Due to these disparate factors and a paucity of information on marketing non-
professional sports events, it was efficacious to collect information without prior 
predictions. 
 
The results found a parallel between non-professional sports event organisations and 
the characteristics of small businesses. Like small businesses, the case organisations 
were lacking the capabilities required to implement measures of return on marketing 
investment. In addition, the existence of transient volunteer governance structures 
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limited the ability of non-professional sports event organisations to engage in long-
term planning. Indeed it was found that there was a general lack of organisational 
will to implement measures of return on marketing investment. This was even 
evident for the case organisations that had developed long-term customer 
relationships, through season ticket sales for example, and also for the case 
organisations that had identified an increase in the number of similar events as being 
a source of competitive pressure.  
 
A noteworthy and unexpected finding was that the step-by-step guide to the 
marketing process provided by the researcher to the case organisations was found to 
be more valuable than the specific ROMI calculation. For example, one case 
participant explained that the proposed methodology provided a useful checklist for 
what should be considered in determining marketing investments. Consequently, 
despite the lack of organisational will being a critical influence in determining 
whether or not a ROMI calculation is undertaken, there was evidence of 
organisational will to implement a checklist that included a step-by-step 
methodology of how the marketing process should be applied. 
 
The expectation that non-professional sports event organisations would neither 
incorporate the potentially diverse objectives of multiple stakeholder groups in the 
marketing process nor match these objectives with an appropriate measurement of 
return was confirmed (Erickson & Kushner 1999; Fullerton 2007). The results of this 
study found that although the marketing of the case organisations was impacted by 
multiple stakeholders, the case organisations did not necessarily take explicit account 
of the stakeholders’ goals and objectives in the marketing decision-making process. 
Acknowledgement of the importance of stakeholders to the marketing of the event 
did not result in a concurrent consideration of the goals and influences of these 
stakeholders on the measurement of return on marketing investment.  
 
A surprising finding was that some of the case organisations had difficulty clearly 
defining their own goals and objectives. Although the literature identifies that many 
small businesses may not implement marketing theory, it was surprising that this 
occurred even in as basic a form as defining marketing objectives (Hatton 1990; 
Longenecker et al. 2007; McCartan-Quinn & Carson 2003). During the in-depth 
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interviews, two case organisations were unclear on their marketing objectives. In the 
convergent interviews it was evident that several case organisations had no defined 
marketing objectives and were therefore unable to provide an example of a 
marketing objective that could be used to work through the calculation of ROMI. 
 
This finding supports previous studies that concluded there is a deficiency of 
marketing skills evident in many small organisations (Huang & Brown 1999; 
McCartan-Quinn & Carson 2003). Additionally, this finding adds further evidence to 
support the claim proposed by the case organisations that a checklist of the marketing 
process provided more value than a specific methodology for calculating ROMI. The 
fact that the case organisations that used the checklist found value in its application is 
significant because it points to the reality that they were able to see the advantages of 
implementing marketing theory. 
 
5.1.2.2 Conclusions 
Financial resources were not considered to be a barrier to the implementation of 
measures of return on marketing investment as the case organisations in this study 
felt that it would always be possible for sports event organisations to obtain 
supplementary funding through sponsorship should they need more funds to 
purchase relevant expertise or equipment. Consequently, this finding brought into 
question the theoretical expectation that non-professional sports event organisations 
would need to be accountable for their marketing decisions in order to maintain their 
current budget levels (Clark 2000; Fareed 2002; McCullough 2000). This reality also 
contradicted the expectation identified in the literature that particularly small 
organisations would be limited in their ability to measure return on marketing 
investment as a result of limited financial resources (Bogomolny 2004; McCartan-
Quinn and Carson 2003). However, this study was completed before the global 
market decline in October 2008 and this perception of unlimited financial support 
through increased sponsorship should be re-evaluated under these new market 
conditions. 
 
Lack of available time was identified as an issue by all the case organisations as 
being a constraint to marketing planning and evaluation. Lack of available time is 
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consistent with the characteristics of small businesses and forms a critical barrier to 
the implementation of even simple marketing processes let alone measurement of 
return on marketing investments. 
 
Lack of sufficient marketing skills was a factor in all of the case organisations as a 
barrier to the implementation of marketing planning and evaluation. In particular, the 
volunteer organisations were inhibited by this factor. The same was not observed in 
the for-profit sports event organisations and in the larger sports associations, because 
these organisations used paid employees with varying levels of marketing skills to 
advise on marketing decisions. Consequently, this study identified variation in the 
level of marketing skills present in non-professional sports event organisations and 
this variation was usually correlated with the structure of the organisation.  That is, 
organisations whose structure allowed the employment of paid marketing 
professionals on an ongoing basis to assist with the marketing of sports events were 
able to harness and utilise sufficient and appropriate marketing skills. However, 
those smaller organisations that relied on transient volunteer labour often lamented 
the lack of suitable marketing skills. Despite a variance in skill level, none of the 
case organisations conducted or even considered measuring return on marketing 
investment. 
  
There was no desire or organisational will to implement marketing processes which 
incorporated a return on marketing investment within the case organisations in this 
study. This lack of organisational will could be explained by two major 
characteristics of the case organisations. First was the short-term and one-off nature 
of most of these events.  In many cases the sports events were held only once per 
year, often organised by different organising committees or groups and in some cases 
were mandated and thus had limited competition or desire for growth (i.e. the hosting 
of a national championships in a sport). The second characteristic that resulted in a 
lack of organisational will for implementing strategic marketing processes was the 
transient volunteer nature of many of the governance structures of non-professional 
sports event organisations.  Due to the lack of long-term continuity and commitment 
by organisers, a systematic and detailed marketing measurement and data collection 
process was not only beyond the scope of many organisations, but was also seen as 
impractical and unnecessary.  
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5.2.3 RI 3. What data are currently being collected by non-professional sports 
events that could be utilized in measuring return on marketing investment? 
 
5.1.3.1 Discussion 
In order to calculate ROMI, data collection is required, therefore this study assessed 
the data currently collected by non-professional sports event organisations. On the 
continuum identified by the Australian Marketing Institute (2004), the measures used 
by the case organisations to evaluate their marketing performance ranged from: 
organisations using no measures; to organisations using sales measures gathered 
from financial statements; to three case organisations using focused sales and 
consumer based measures matched to objectives. As expected, the most sophisticated 
scientific measures of customer relationships, including specific modelling of 
customer value, were not used by any case organisation (Australian Marketing 
Institute 2004).  
 
The study further confirmed that sales data could be easily collected from financial 
statements that correspond to the timing of sports events, and in fact, these data were 
already used by the case organisations to develop marketing budgets. In addition, as 
postulated following the literature review, two challenges were identified by the case 
organisations. The first was finding available industry data specific to non-
professional sports events, and the second was compiling data to account for indirect 
sales and sales from augmented products. Thus, limited available industry data and a 
reliance on sales data collected directly from the financial statements would only 
allow for simple calculations of ROMI. 
 
Finally, consumer based data and customer relationship data were collected by the 
case organisations that maintained databases, but these data were not analysed and, 
therefore, not incorporated in the current marketing decision-making processes used 
by the case organisations. Specifically, these data were only used for general 
information on past performance, rather than to improve prediction of future 
behaviours (Lenskold 2003; Schultz & Schultz 2003). Consequently, although these 
case organisations collected data with predictive value, they were not gaining from 
its potential. 
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The findings showed reliance by the case organisations on sales measures to generate 
budgets based on historical information, and on intuition for making marketing 
decisions. These findings once again emphasize the lack of knowledge of the case 
organisations in implementing marketing theory. This knowledge lack also 
contributes to the inability to perceive benefits that can be derived from informed 
marketing decision-making. Consequently, the lack of knowledge and current 
reliance of the case organisations on short-term sales measures and intuition to make 
marketing decisions is liable to impede their desire or willingness to implement a 
measurement of return on marketing investment. Therefore, the benefits of 
implementing the marketing process and calculating return on marketing investment 
need to be made clear. Thus, the conclusions drawn from this research are done so 
with an enhanced understanding of the context within which non-professional sports 
event organisations make marketing decisions.   
 
5.1.3.2 Conclusions 
The data collected by the non-professional sport organisations in this study included 
sales data, consumer based data and customer relationship data. Sales data were 
collected from financial statements that were produced to coincide with each 
occurrence of the event, making these data suitable to be easily incorporated in a 
ROMI calculation. Consumer based data and customer relationship data were 
collected more inconsistently, and not by all case organisations. Although most 
organisations collected some form of data, most only conducted a limited analysis of 
this data, if at all.  None included such data in measurements of return on marketing 
investment.  
 
In most cases the data collected were used for budgeting purposes and not for 
measurement of performance or forecasting.  This was particularly true of the sales 
data that were collected. In cases where consumer based data and customer 
relationship data were collected, this was only used to measure past performance and 
not used for forecasting or evaluation processes.  
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5.3 Conclusions about the research question 
The conclusions provided by the initial phase of the research allowed for the creation 
of the methodology presented in Appendix G. This methodology was provided to the 
case organisations, and was applied by eight. The results of this process provided 
rich anecdotal information that not only allowed for the creation of the checklist 
presented in Appendix H, but also provided additional answers for the research 
question. Table 5.1 summarizes the progression from the outset of this study to the 
development of the methodology proposed in Appendix H as the conclusion to this 
research question. 
 
Table 5.1: Developmental process of proposed methodology 
 Chapter Description Source 
 2 Summary of the process for making marketing 
investment decisions as proposed by Best (1997) 
(see table 2.2) 
Source: Best (1997) 
4 Is the Marketing Activity Worth It?  
Three steps 
1. Summary of the process for making marketing 
investment decisions as proposed by Best (1997)  
2. How to evaluate the benefits before spending 
money on a proposed marketing activity; and, 
3. How to increase the accuracy of your estimates 
(see Appendix G) 
Source: Best (1997) 
and results of in-
depth interviews 
5 How to decide if a Marketing Activity is Worth It? 
7 step checklist based on the process proposed by 
Best (1997) and incorporating a simple example 
specific to the non-professional sports event 
industry. 
(see Appendix H) 
Source: Best (1997) 
and results of in-
depth and 
convergent 
interviews 
Source: Developed for this research. 
 
 
5.3.1 How can non-professional sports event organisations optimize the 
measurement of return on marketing investment?  
 
The method in which the observed non-professional sports event organisations 
optimally incorporated a measure of return on marketing investment in the marketing 
process varied depending on both their level of marketing skill and their desire or 
organisational will. In addition, limited available time was considered a barrier.  
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Consequently the checklist presented in Appendix H was designed to accomplish the 
following: 
• be applied as a simple checklist for those organisations with minimal available 
time and lack of sufficient marketing skills; 
• provide a statement of the benefits of applying the marketing process to 
stimulate a desire to implement the methodology for calculating ROMI; 
• be used as a complete guide explaining how to apply the marketing process; 
and 
• provide a simple example of how to calculate ROMI for non-professional 
sports event organisations with more organisational will and sufficient 
marketing skills. 
 
The checklist (Appendix H) outlining the marketing process differs from the original 
process proposed by Best (1997) in several areas and integrates the recommendations 
made by eight case participants during the convergent interviews. These changes and 
additions can be summarized as follows: 
• on the advice of the case participants, the methodology was framed as a 
checklist with seven steps outlining the marketing process;  
• each step in the checklist builds on an example specific to non-professional 
sports events; 
• a simple example of how to calculate ROMI is included in the checklist along 
with data collection suggestions; and 
• the limitations of the calculation are explained complete with the proviso that 
a more complex calculation is required when considering future returns. 
The simplicity of the checklist, and its focus on the step-by-step process rather than 
the calculation of ROMI, enables a range of non-professional sports events 
organisations to select how to optimally apply the checklist depending on each 
organisation’s marketing skills, organisational will, and available time. The 
specificity of the checklist to non-professional sports event organisations addresses 
the dearth of research explicit to this field (Quarterman, Pitts, Newton Jackson, Kim 
& Kim 2005; Shannon 1999).   
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In a study seeking to answer how non-professional sports event organisations could 
optimize the measurement of return on marketing investment; the lack of 
organisational will at the outset was disheartening. Despite the fact that the case 
organisations displayed disinterest in any calculation of return on marketing 
investment when the study began, there was growing evidence that perceptions could 
be changed. Arising from exposure to the original methodology, case organisations 
revealed a willingness to implement theory and consider the benefits of performing 
the ROMI calculation, albeit at a simple level. 
 
Additionally, the case organisations derived benefit from application of the checklist 
outlining the marketing process. Given that non-professional sports event 
organisations typically lack marketing skills, available time, and organisational will, 
the provision of a practical and useable checklist enabled these organisations to apply 
basic marketing theory. Considering that the case organisations were not even 
applying rudimentary marketing theory, the fact that they recognized the value of a 
checklist containing a carefully considered progression of steps outlining the 
marketing process is considered significant. 
5.4 Implications on theory, practice, policy makers and for further research 
This study explored measuring return on marketing investment in the context of non-
professional sports event organisations. The conclusions of this study draw attention 
to several implications for theory, for practitioners and for policy makers, and in 
doing so, expose several areas for further research.  These implications will now be 
discussed commencing with the theoretical contributions. 
 
The literature clearly supports the application of measures of return on marketing 
investment to ensure more defensible marketing decisions in organisations of all 
sizes (Rust, Lemon & Zeithaml 2004; Shaw 2001; Woodburn 2004). However, the 
practical application of this theoretical position in non-professional sports event 
organisations is not evident. In fact, this study found that non-professional sports 
event organisations lacked application of even basic marketing concepts, and in 
particular, did not even clearly identify and communicate their marketing objectives. 
This finding is not just limited to this study, but is consistent with other literature that 
has identified a general lack of application of marketing theory in smaller 
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organisations (Coviello, Winklhofer & Hamilton 2006; Huang & Brown 1999; 
Lenskold 2003; McCartan-Quinn & Carson 2003). Consequently, academics and 
researchers need to examine more closely why this disconnect between theory and 
practice has occurred. 
 
Several barriers were identified in this study that contribute to this disconnect. These 
barriers included limited available time, limited marketing skills, and lack of 
organisational will. The results of this study suggest that when these barriers are 
alleviated, non-professional sports event organisations will consider implementing 
basic marketing processes. This was evident by the eight case organisations that were 
willing to use a checklist to implement the steps in the marketing process. 
Consequently, academics recommending the application of marketing theory to 
smaller organisations need to consider how, and if, these barriers can be mitigated. 
 
This is particularly important for academics proposing theory that builds on basic 
marketing concepts, as did the calculation of ROMI, which is based on the 
implementation of the marketing process. In this study, of the eight case 
organisations that recognized the value of implementing a strategic marketing 
process, only two of these organisations expressed any inclination to implement 
measures of return on marketing investment. This finding is significant, in that it 
identifies that this disconnect between theory and practice can be overcome, as was 
evident with these two case organisations. However, at the same time, this finding 
emphasizes the challenge of applying advanced marketing theory to organisations 
that are only just grasping the basic concepts, as only two case organisations were 
willing to consider calculating ROMI.  In particular, this study found this was a 
problem for non-professional sports event organisations that engage volunteers in 
marketing decision- making. 
 
Non-professional sports event organisations that use volunteers in marketing 
decision-making roles are particularly challenged by the transient nature of 
volunteers. Volunteers who leave the organisation take with them their knowledge 
and experience, thereby minimizing organisational potential for development in 
applying more advanced marketing theory. One case illustrated this perfectly. A 
volunteer whose term had ended with his organisation declined to continue with the 
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study. The result of his departure effectively meant that the organisation no longer 
had access to his input and knowledge. Further, the two case organisations that 
expressed interest in measuring return on marketing investment were both for-profit 
organisations that relied on paid workers. This finding is of particular note for 
governments and their policy makers who have operational and reporting 
expectations for the volunteer organisations that they support.  
 
Promoting volunteerism is part of the social development objective of many 
governments. Thus, volunteers need to be supported with tools to enable them to 
perform the desired operational tasks and achieve both their own and the 
government’s marketing goals (Sport Canada 2000). In countries such as Canada and 
Australia, the government provides various levels of resources, including funding, to 
sports organisations for which the sports organisation and the government are 
accountable. This study found that volunteers operating non-professional sports 
event organisations have limited capability to provide accountability for marketing 
spending. Therefore, asking them to be accountable for marketing activity and 
expenditure may not be not be possible or reasonable. However, the checklist 
produced in this study, which incorporates a calculation of ROMI, can help alleviate 
the need for volunteers to be skilled in measuring marketing investment success by 
providing easily understandable and applicable processes. Thus, policy makers need 
to consider how they can support the development and application of simplified 
measurement processes, such as the simplified checklist produced for this study, that 
will ideally reduce the required amount of time and skills needed by volunteers, and 
ultimately improve accountability. 
 
This dependence of non-professional sports event organisations on outside 
organisations for funding has further implications, which were identified during this 
study. The study revealed a disconnect between the goals of these funders and the 
goals of the event. It was expected from examining the literature, that the potentially 
diverse needs and objectives of multiple stakeholders might make it difficult for non-
professional sports event organisations to measure return on marketing investment, 
as they would need to consider and integrate these differing objectives and needs 
when establishing their own marketing goals and objectives. This study found that 
the majority of case organisations did not consider the needs of their stakeholders at 
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all in determining their marketing initiatives, and in fact, some of the case 
organisations did not even identify their own marketing objectives. Consequently, 
despite acknowledging the importance of stakeholders, stakeholders were not 
considered in setting marketing objectives. Further research needs to be undertaken 
to better understand why this disconnect has occurred and to delineate more clearly 
the relationship between the marketing activities used by non-professional sports 
event organisations, and the objectives of multiple stakeholders. 
 
In conclusion, this study has revealed a distinct gap between the theory proposed by 
academics and the methods being applied by practitioners. However, this study also 
revealed that there is potential for this gap to be reduced if processes are proposed 
that minimize barriers found in non-professional sports event organisations such as 
lack of time, skills, and organisational will. Policy makers can use these findings to 
support the development of simplified processes that are more likely to be adopted 
by these organisations. In addition, academics can use these findings, which clarify 
the marketing context of non-professional sports event organisations, to better 
understand and explore the relationship of these organisations with their volunteers 
and stakeholders. 
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Appendix A Interview Contact Script 
 
INITIAL CONTACT FORM  
(Script for telephone or personal introduction) 
 
Good morning (afternoon). My name is Sheilagh Seaton. I am currently completing 
my Doctorate of Business Administration at the University of Southern Queensland 
in Australia and I am also a faculty member at Okanagan College in Penticton, 
Canada. I am conducting a study to establish what marketing measures used for the 
determination of financial return on marketing investment (ROMI) are appropriate 
for the sports event industry in Canada. Your organisation has been identified as 
representative of the increasing number of sports events being held in Canada, and 
accordingly, I would like to invite you to participate in the study.  
 
Your participation will involve two (2) 60-minute interviews by telephone or in 
person. The interviews will be scheduled approximately one to three months apart at 
a location and date that is convenient for you. You will be provided with the 
interview questions for the first interview in advance of the date of the interview. 
During this interview you will be asked to describe your organisation’s collection of 
marketing data and how you use the data.  During the second interview you will be 
asked to evaluate a proposed method for determining marketing return relative to the 
requirements of your organisation. You will also be provided with the opportunity to 
comment on the final proposed methodology at the completion of the project. 
 
Confidentiality will be ensured by coding the interview data so that you and your 
organisation’s identity are not associated directly with your responses. Your 
participation in this study is completely voluntary. You may refuse to participate or 
withdraw your participation in this project at any time without consequence. Your 
confidentiality will be respected at all times, but with your approval your 
contribution to the study will be acknowledged in the dissertation and future related 
publications.   
 
If you have any questions now or in the future about this project, you may contact me 
at telephone number 250 762-5445 local 3212 or via email at 
sseaton@okanagan.bc.ca. 
 
The primary benefit to you is in the contribution you are making to the sports event 
industry in Canada, and potentially, to your organisation. You will be given the 
opportunity to contribute to and evaluate a method for measuring marketing return 
that is specifically derived for sports events in Canada. Insights into appropriate 
methods for determining marketing return can improve the operating efficiency of 
your event.  
 
If you are willing to participate in this project you can inform me today or at any 
time within the next week at your convenience. Thank you for considering this 
opportunity. 
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Appendix B Consent Form 
  
 
 
CONSENT FORM 
 
 
 
 
Title of the Research - Determining the Financial Return on Marketing Investment 
for Sports Events in Canada 
 
Researcher – Sheilagh Seaton, BBA, B.Sc., MBA 
Doctoral Student at the University of Southern Queensland in Australia. 
 
Purpose of the Research – The purpose of this study is to establish what 
marketing measures used for the determination of financial return on marketing 
investment (ROMI) are appropriate for the sports event industry in Canada. 
 
Your organisation has been selected for the valuable contribution it can make to this 
study.  Your organisation has been identified as representative of the increasing 
number of sports events being held in Canada, and accordingly, you are invited to 
participate in two interviews that will each require approximately 60 minutes of your 
time.  
 
The primary benefit to you is in the contribution you are making to the sports event 
industry in Canada, and potentially, to your organisation. You will be given the 
opportunity to contribute to and evaluate a method for measuring marketing return 
that is specifically derived for sports events in Canada. Insights into appropriate 
methods for determining marketing return can improve the operating efficiency of 
your event.  
 
The interviews will be scheduled approximately one to three months apart at a 
location and date that is convenient for you. You will be provided with the interview 
questions for the first interview in advance of the date of the interview. During this 
interview you will be asked to describe your organisation’s collection of marketing 
data and how you use the data.  During the second interview you will be asked to 
evaluate a proposed method for determining marketing return relative to the 
requirements of your organisation. You will also be provided with the opportunity to 
comment on the final proposed methodology at the completion of the project. 
Permission to make an audiotape of the interviews is requested. 
 
There are no known physical, emotional, psychological or economic harms nor are 
there any financial costs associated with your participation. Confidentiality will be 
ensured by coding the interview data so that you and your organisation’s identity are 
not associated directly with your responses. Raw data that are not coded will be 
stored in a secure location for which only the researcher has access and will be 
destroyed seven years after the study is completed. Your confidentiality will be 
respected at all times, but with your approval your contribution to the study will be 
acknowledged in the dissertation and future related publications.   
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Your participation in this study is completely voluntary. You understand that you may 
refuse to participate or withdraw your participation in this project at any time without 
consequence.  
 
If you have any questions about the project, you may address them to the chief 
researcher Sheilagh Seaton, at telephone number, (250) 762-5445 (local 3212) or 
email sseaton@okanagan.bc.ca. If you have any complaints about the project, you 
may contact the researcher’s supervisor Dr. Jane Summers, at telephone number, 
011 61(7) 4631 1290 or email summersj@usq.edu.au. If you have any questions 
concerning your rights as a research subject, you may contact the Chair of the 
Research Ethics Board through the Office of Research Services at Okanagan 
College, telephone number (250) 762-5445 (local 4491). You may also contact the 
Secretary, USQ Human Research Ethics Committee, University of Southern 
Queensland Toowoomba, Queensland Australia 4350 or telephone The Secretary 
at 011 61(7) 4631 2956.   
 
This project has been reviewed and granted a certificate of approval by the OC 
Research Ethics Board. You will receive a copy of this signed consent form. 
 
 
 
Consent - Your signature on this form indicates that you understand the 
information provided regarding this research project including all procedures and 
the personal risks involved. You voluntarily agree to participate in this project as a 
subject and you understand that your identity and any identifying information 
obtained will be kept confidential. You are aware that your identity will be 
acknowledged in the dissertation and future publications.   
 
 
Name of study subject (Please Print):   
 
_________________________________________________              
 
Subject’s signature _____________________________________   Date  _________  
 
Investigator and/or Delegate’s signature  ____________________   Date  _________  
 
******************************************************************************** 
Audiotape - You agree to have audiotape data collected during the interviews that 
will be transcribed. To ensure accuracy you will have the opportunity to review the 
transcriptions prior to use. The audiotapes will be stored in a secure location with 
the raw data.  
 
Signature ____________________________________________   Date  _________  
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Appendix C Interview Guide 
 
1. Background Information 
 
1. Describe the purpose and goals for this event? 
 
2.  Describe your product? 
 
3. Describe your target market? 
 
4. Describe the organisational structure for your event? 
 
Use this grid to record answers to questions 5, 6 & 7 
Other Organisations 
and Groups 
Applicable 
Y/N 
Stakeholder 
Y/N 
Influence 
Marketing 
Y/N 
Rank of 
Relative Power 
(1=most) 
Participants     
Spectators     
Volunteers     
Donors     
Sponsors     
Government     
Other: 
 
    
 
5. Which other types of organisations and groups are applicable to your event? 
 
6. Which types of organisations and groups would you identify as stakeholders in 
your event? 
 
7. Which types of organisations and groups would you identify as influential in 
the marketing of your event by identifying the relative power of each 
stakeholder in the marketing process? 
 
 
2. Marketing Decision-Making Process 
  
8.  What process is used to determine the marketing spend or marketing budget? 
 
 8b. What is the size of the budget (spend)?  
  (Less than $10,000, or $10,000 to $50,000, or greater than $50,000?) 
 
9. Who is responsible in the organisation for making marketing spending 
decisions? 
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10. For each person identified in question 9 as being responsible for marketing in 
the organisation specify the following: 
 1. the number of years of marketing education this person possesses,  
 2. the number of years of employment in a marketing role, 
 3. the number of years of experience in making marketing spending decisions, 
and 
 4. whether or not the person is a staff member [paid] or volunteer 
 
Name or Position Number of Years Volunteer or Staff Member 
Additional 
Comments Education Employment Experience 
      
      
      
      
      
  
 
11. What process is used to make marketing spending decisions? 
 
 
3. Marketing Data Collection 
 
12. What marketing data and information (marketing measures) are used to inform 
your marketing decisions? 
 
13. Do you maintain financial records from previous occurrences of this event? 
 
 13b.  Is there a person involved in marketing who is competent in analysing 
  financial information? 
 
14. Do you conduct customer surveys or undertake any other forms of consumer 
marketing research? 
 
 14b.  Is there a person involved in marketing who is competent in collecting 
and 
  analysing consumer research information? 
 
15.  Do you maintain a database of customer information?  
 
 15b.  Is there a person involved in marketing who is competent in analysing 
data 
  using computer information systems? 
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16. From a low of 1 to a high of 7, do you feel your organisation has sufficient 
resources in the following categories to achieve its existing marketing goals? 
 
   _____ 1 ____ 2 ____ 3 ____ 4 ____ 5 ____ 6 ____ 7 
 Insufficient Sufficient 
 
Types of Resources Rating 
1 to 7 
Details 
Technology (computer 
hardware and software) 
  
Skills (education /knowledge)   
People (man-power)   
Other:   
 
 
17. Has your event used any of the following marketing measures relevant to this 
occurrence or past occurrences of your event? For each marketing measure that 
you indicate has been used, please identify the source of the data and if 
appropriate how the marketing measure is estimated or calculated. 
 
Marketing Measures 
Used Y/N 
Not sure 
Source of data Estimation or 
Calculation 
Method 
Example: Future Net Income Yes Financial Statements 
Estimated from past 
numbers and adjusted 
for future scenarios 
a. Sales    
b. Sales growth 
   
c. Gross margin 
   
d. Marketing expenses 
   
e. Market size 
   
f. Market share 
   
g. Customer satisfaction 
   
h. Consumer awareness 
   
i. Customer referrals 
   
j. Customer loyalty 
   
k. Website visits 
   
l. Size of current purchase 
   
m. Frequency of current purchase 
   
n. Value of future purchases 
   
o. Value of future repeat sales 
   
p. Value of future cross-sales 
   
q. Future customer retention 
   
r. Future customer defection 
   
s. Future customer return 
   
t. Other 
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18. For each of the marketing measures listed above that you indicated your 
organisation does not use, why do you not use these measures?  
 
 
 
Definitions: 
Long-term goals – goals that will be achieved over a longer period of time (greater 
than one year) 
Short-term goals – goals that will be achieved in the near future (within the year) 
Target market – group of people to whom you direct your marketing efforts and 
ultimately your product 
Stakeholders – a person or group with a legitimate interest (stake) in the event 
Marketing research – the collection and analysis of information about consumers 
Gross margin – revenue less cost of goods sold (profit) 
Market size – the size of the potential market (total market sales) 
Market share – the part of the market potential the event has captured 
Cross-sales – the selling of related goods to the same customer 
Retention – the customers you keep from going to the competition 
Defection – the customers that leave and go to the competition 
Customer return – the customers that leave and go to the competition and then return 
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Appendix D Interview Guide with Probe Questions 
1. Background Information 
 
1. Describe the purpose and goals for this event? 
 Probe to ensure the answer includes the long-term marketing goals and short-
term marketing goals? Are the goals related to acquisition or retention or 
both? 
 
2.  Describe your product? 
 Probe to ensure the answer includes the possibility of additional products 
beyond the event itself? (i.e. augmented products such as concessions, 
merchandising, clinics and tradeshows)  
 
3. Describe your target market? 
 Probe to see if the target market includes participants, spectators, volunteers 
and sponsors? 
 
4. Describe the organisational structure for your event? 
 Probe to ensure the answer includes the potential sources of funding and the 
number of people involved in the organisation 
 
 Potential supporting documentation: Brochures, Website pages, Mission 
statement, List of sponsors 
 
Use this grid to record answers to questions 5, 6 & 7 
Other Organisations 
and Groups 
Applicable 
Y/N 
Stakeholder 
Y/N 
Influence 
Marketing 
Y/N 
Rank of 
Relative Power 
(1=most) 
Participants     
Spectators     
Volunteers     
Donors     
Sponsors     
Government     
Other: 
 
    
 
7. Which other types of organisations and groups are applicable to your event? 
 
8. Which types of organisations and groups would you identify as stakeholders in 
your event? 
 
7. Which types of organisations and groups would you identify as influential in 
the marketing of your event by identifying the relative power of each 
stakeholder in the marketing process? 
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2. Marketing Decision-Making Process 
  
8.  What process is used to determine the marketing spend or marketing budget? 
  
 8b. What is the size of the budget (spend)? (Less than $10,000, or $10,000 to 
$50,000, or greater than $50,000?) 
 
9. Who is responsible in the organisation for making marketing spending 
decisions? 
 Probe to ensure the answer includes: 
 Whether the decision is made by an individual or a group 
 If a group, identify who comprises the group 
 Whether or not approval is required before the decision is implemented 
 
10. For each person identified in question 9 as being responsible for marketing in 
the organisation specify the following: 
 1. the number of years of marketing education this person possesses,  
 2. the number of years of employment in a marketing role, 
 3. the number of years of experience in making marketing spending decisions, 
and 
 4. whether or not the person is a staff member [paid] or volunteer 
 Probe to identify any additional factors that contribute to this person’s ability 
to make marketing spending decisions? 
 
Name or Position Number of Years Volunteer or Staff Member 
Additional 
Comments Education Employment Experience 
      
      
      
      
      
  
 Additional factors: 
 
 
11. What process is used to make marketing spending decisions? 
 Probe to ensure the answer includes whether the return on marketing 
investment is evaluated in the decision-making process? If yes, how is FROMI 
evaluated? 
 If no, how are the decisions evaluated? 
 
3. Marketing Data Collection 
 
12. What marketing data and information (marketing measures) are used to inform 
your marketing decisions? 
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13. Do you maintain financial records from previous occurrences of this event? 
 Probe with further questions: If so, for how many occurrences of the event are 
the records maintained? Do you compare the information between years? How 
is the information used? If not, why?  
  
 Potential Supporting documentation – financial statements and customer 
transaction information. 
 
 13b. Is there a person involved in marketing who is competent in analysing 
financial information? 
 
14. Do you conduct customer surveys or undertake any other forms of consumer 
marketing research? 
 Probe with further questions: If so, what data is collected? How is the data 
collected, analysed and used? If not, why?  
 
 Potential Supporting documentation – customer survey examples, market 
research results. 
 
 14b. Is there a person involved in marketing who is competent in collecting and 
analysing consumer research information? 
 
15.  Do you maintain a database of customer information?  
 Probe with further questions: If so, what information is contained in the 
database and when was data first recorded in the database? If not, why?  
 
 Potential Supporting documentation – database list of fields 
 
 15b. Is there a person involved in marketing who is competent in analysing data 
using computer information systems? 
 
16. From a low of 1 to a high of 7, do you feel your organisation has sufficient 
resources in the following categories to achieve its existing marketing goals? 
 
   _____ 1 ____ 2 ____ 3 ____ 4 ____ 5 ____ 6 ____ 7 
 Insufficient Sufficient 
 
Types of Resources Rating 
1 to 7 
Details 
Technology (computer 
hardware and software) 
  
Skills (education /knowledge)   
People (man-power)   
Other:   
 
 Probe if resources are not sufficient to find out what is lacking (i.e. what 
further resources are required)? 
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17. Has your event used any of the following marketing measures relevant to this 
occurrence or past occurrences of your event? For each marketing measure that 
you indicate has been used, please identify the source of the data and if 
appropriate how the marketing measure is estimated or calculated. 
 
 
 
18. For each of the marketing measures listed above that you indicated your 
organisation does not use, why do you not use these measures?  
 Probe to ensure the answer includes whether or not the interviewee sees any 
value in using these measures, which ones and why?  
 Are there any foreseen challenges in obtaining these measures? If so, what 
challenges? 
 
Marketing Measures 
Used Y/N 
Not sure 
Source of data Estimation or 
Calculation 
Method 
Example: Future Net Income Yes Financial Statements 
Estimated from past 
numbers and adjusted 
for future scenarios 
a. Sales    
b. Sales growth 
   
c. Gross margin 
   
d. Marketing expenses 
   
e. Market size 
   
f. Market share 
   
g. Customer satisfaction 
   
h. Consumer awareness 
   
i. Customer referrals 
   
j. Customer loyalty 
   
k. Website visits 
   
l. Size of current purchase 
   
m. Frequency of current purchase 
   
n. Value of future purchases 
   
o. Value of future repeat sales 
   
p. Value of future cross-sales 
   
q. Future customer retention 
   
r. Future customer defection 
   
s. Future customer return 
   
t. Other 
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Appendix E Case Records 
 
Case Record A 
Sources of Evidence: 
Manager April 11, 2007, Interview transcript 
Registration form n.d. 
Website viewed 18, April 2007 
 
Background information 
This event has been held for eleven consecutive years once per year. The organisers 
consider this a small event with approximately 450 participants. Currently the 
marketing consists of a printed brochure and a website. Links from other similar 
event websites are also used. Emails are sent once to previous participants who 
registered using the online system stating when registrations are open for the next 
year’s event. Participants who registered in person or via regular mail service are not 
contacted. It was noted that the proportion of people using the online registration 
system has increased each year. Attendance overall at the event, however, has been 
dropping for the last few years following many years of growth. The organisers 
attribute this to the existence of so many similar events. This year the event 
organisers changed the type of event and made the new event easier to manage and 
hopefully more attractive as it requires less training to be a successful participant.  
 
RI 1. What measures, if any, are currently used to determine return on marketing 
investments in non-professional sports event organisations? 
RI 1a: What sales data is currently being compiled by non-professional sports event 
organisations? 
Production and sales measures are the predominant measures used by this 
organisation. Marketing decisions are made by examining the previous years’ 
production and sales to formulate the next years’ budget. A trained accountant is 
involved in preparing and analysing the sales and production measures. Data is 
retained regarding sales at different price jumps and this is incorporated in the budget 
preparation decisions for the following year. Although financial records have been 
kept for the duration of the event (ten years), marketing decisions are based 
predominantly on the previous years’ records. Some examination of trends is used 
both in the industry and for the event to adjust the budget, although this analysis is 
based more on informal data gathering than from formal research. In addition, 
comparisons are made informally to other similar events in terms attendance, 
marketing efforts and event structure. 
 
RI 1b: What consumer based data is currently being compiled by non-professional 
sports event organisations? 
Consumer based measures are not collected for the specific purpose of determining 
marketing investment, but data is available regarding previous participant attendance. 
Participant feedback in terms of satisfaction is also collected if it is offered by the 
participant, but the organisers do not make an effort to gather this information.  
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RI 1c: What customer relationship data is currently being compiled by non-
professional sports event organisations? 
Customer relationship measures are currently not being used to support marketing 
investment decisions, but a database of information is maintained. The database 
software is archaic and not easily compatible with the internet and in particular with 
the online registration system. The result is two separate systems. One is a database 
used to operate the event and the other is a database of information available from 
the online registrations. The now archaic database system was originally adopted to 
support the operations of the event activities, and updating the software would 
require not just purchasing new database software, but also purchasing new software 
to operate the event. It was acknowledged that customer relationship measures are 
available, but the interpretation of these measures is questionable and the measures 
are not being applied to make marketing investment decisions. 
 
RI 2. What characteristics of non-professional sports event organisations influence 
the use of measures required for the determination of return on marketing 
investments? 
RI 2a. How do financial resources influence the use of measures required for the 
determination of return on marketing investment? 
The size of the budget for this event is less than $10,000. Two financial based 
resource limitations were identified that influenced the use of marketing measures. 
The first limitation is the archaic database system and the second limitation is the 
lack of man-power or time to invest in collecting marketing data, making marketing 
decisions and implementing marketing activities. 
 
RI 2b. How do human resources influence the use of measures required for the 
determination of return on marketing investment? 
Two people are responsible for organizing this event. The assistant event organiser is 
the person who does most of the work although spending decisions are done in 
consultation with the event organiser. The assistant event organiser has no marketing 
education, but does have six years experience organizing this event and other similar 
events. The event organiser has one year of business education, but not specifically 
in marketing and many years of business employment and at least nine years of 
specific marketing experience. The assistant event organiser did acknowledge that a 
lack of marketing education may impact his ability to understand and use 
sophisticated marketing measures. 
 
RI 2c. How do multiple stakeholders influence the use of measures required for the 
determination of return on marketing investment? 
The event organisers did acknowledge the applicability of multiple stakeholders 
including participants, spectators, volunteers, sponsors and government. Of these 
stakeholders only participants, spectators and volunteers were considered to 
influence the marketing process. Participants were considered the most influential. 
Spectators and volunteers were only considered to influence marketing decisions in 
terms of their level of satisfaction with the operation of the event. Sponsors and 
government, although not considered to influence the marketing process, were 
acknowledged as having a stake in the success of the event. It was noted that if the 
event went badly this would reflect badly on the sponsors and on the local 
government.   
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RI 2d. How do product characteristics influence the use of measures required for the 
determination of return on marketing investment? 
One purpose of this event was to stimulate additional revenue through add-on sales. 
The add-on sales consist of consumer goods purchased through a retail outlet. The 
purchase of consumer goods attributable to the event is monitored by the event 
organisers. A change in the format of the event this year has reduced the number of 
days for potential add-on sales by reducing the number of days prior to the event for 
participants to check-in. Although training clinics do exist for participants leading up 
to the event, these clinics are run independently from the event. 
 
RI 2e. How do target market characteristics influence the use of measures required 
for the determination of return on marketing investment? 
Marketing is only targeted towards participants. Although a target market can be 
identified by the event organisers, no specific marketing is undertaken towards this 
group. It is assumed that the location of the event will be enough of an attraction for 
spectators to attend the event. Spectators are comprised predominantly of family and 
friends accompanying participants. The organisers have not had difficulty attracting 
volunteers and therefore have not undertaken any specific activities directed towards 
this group either.  
 
RI 2f. How does organisational strategy influence the use of measures required for 
the determination of return on marketing investment? 
The event has existed for 11 years. Over the eleven years, the format of the event has 
changed with the objective of attracting more participants. Today, the primary goal 
for this event is to generate revenue, although in the first year, the purpose was solely 
to provide an event for the community. Providing an event for the community is now 
identified as a secondary goal. With the current event, the registration fees generate 
some profit, but most of the revenue is generated from add-on sales. 
 
Convergent Interview Summary 
Sources of Evidence: 
Manager November 23, 2007 Email 
Manager November 27, 2007 Interview 
 
The guide was felt to not be applicable to this organisation. The manager described 
the guide as ‘one level above what we do.’ The manager described the current 
marketing activities and expressed no desire to try any new activities despite 
acknowledging that the main problem was attracting people as a result of more 
events and only so many athletes. The reason for not trying any new activities was 
described as a lack of time with all the time being spent now just trying to keep up 
with the everyday business. 
  
 
Case Record B 
Sources of Evidence 
Manager May 3, 2007, Interview Transcript 
Website viewed 22, May 20007 
 
Background information 
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This for-profit organisation changed ownership three years ago. The new owners had 
been in the same business for many years prior to purchasing this sport organisation 
and the organisation itself has been in existence for almost 50 years. The new owners 
are concentrating on building the business as opposed to making money. The 
facilities that are currently being used by the organisation are being replaced by a 
larger venue. The organisation is anticipating a 60% increase in ticket sales capacity 
and are just now considering the marketing implications of this increase. The 
organisation can be divided into two different areas – 1. the business operations and 
2. the technical operations. The business operations are responsible for the marketing 
and production of the event. The event is run by a core of 3 or 4 paid personnel 
supported by approximately 50 volunteers.  
  
RI 1. What measures, if any, are currently used to determine return on marketing 
investments in non-professional sports event organisations? 
RI 1a: What sales data is currently being compiled by non-professional sports event 
organisations? 
This organisation monitors their production and sales using the financial records and 
a spreadsheet.  The detailed financial records are maintained for every occurrence of 
the event and the spreadsheet is used to monitor changes such as sales growth from 
each occurrence and from year to year. An accountant is used as a consultant to 
prepare the financial records. Production and sales measures used by this 
organisation include tracking expenses and tracking ticket sales at every price point. 
Budgets are prepared by establishing desired targets rather than adjusting the 
previous year’s records. 
 
RI 1b: What consumer based data is currently being compiled by non-professional 
sports event organisations? 
No consumer based measures are currently used by this organisation. The visitors to 
the website are tracked, but this information is not used specifically for making 
marketing decisions. Customer loyalty is not specifically tracked, but the number of 
repeat purchases is estimated to be very high. 
 
RI 1c: What customer relationship data is currently being compiled by non-
professional sports event organisations? 
Customer relationship measures are not currently being used by this organisation. 
There is a database of customers that purchase season tickets. The database contains 
the customer’s name, address and email address, but this information is not currently 
being used to make marketing decisions. Customers that do not buy season tickets 
are considered ‘one-time customers’ and no data are collected from these customers. 
 
RI 2. What characteristics of non-professional sports event organisations influence 
the use of measures required for the determination of return on marketing 
investments? 
RI 2a. How do financial resources influence the use of measures required for the 
determination of return on marketing investment? 
The size of the marketing budget for this organisation is greater than $50,000. A 
large portion of this cost is offset by selling advertising space on printed materials 
and using sponsorship. The budget for the printed materials is determined with 
consideration for how much advertising space is sold. Most of the expenses 
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identified in the budget are a result of the production of printed materials. It was 
identified that not a large amount of financial resources were spent directly on 
revenue generating activities. Although the amount of technological resources was 
identified as a potential limitation, the amount of available human resources was 
stated as a related cause of this limitation. 
 
RI 2b. How do human resources influence the use of measures required for the 
determination of return on marketing investment? 
Human resources in terms of manpower and to some degree skills and knowledge 
were identified as limiting factors in the use of marketing measures. The organisation 
is intending to hire someone with marketing experience to alleviate these limitations 
by increasing both the manpower and the skills and knowledge. 
 
RI 2c. How do multiple stakeholders influence the use of measures required for the 
determination of return on marketing investment? 
The event organisers did acknowledge the applicability of multiple stakeholders 
including participants, spectators, volunteers, donors, sponsors and government. Of 
these stakeholders only participants, spectators and sponsors were considered to 
influence the marketing process. 
 
RI 2d. How do product characteristics influence the use of measures required for the 
determination of return on marketing investment? 
The core product for this organisation is the event itself. The event organisers 
describe their product as the atmosphere and entertainment associated with the event 
and describe their purpose as organisers to make the event more than just the sport 
competition. Additional products such as retail sales and concessions associated with 
the event are not operated by the event organisers.  
 
RI 2e. How do target market characteristics influence the use of measures required 
for the determination of return on marketing investment? 
Potential and existing spectators and sponsors are identified as the targets of 
marketing by this organisation. In regards to spectators, the marketing objective for 
this organisation was identified as increasing the number of ticket sales, particularly 
when the event moves to a larger venue. Sponsors, although also considered a target 
of marketing are not considered to influence marketing activities as directly as the 
spectators as it was identified that the presence of spectators will fulfill the objectives 
of the sponsors. Nevertheless, in terms of generating revenue, sponsors and 
spectators were identified as being equally important. 
 
RI 2f. How does organisational strategy influence the use of measures required for 
the determination of return on marketing investment? 
The purpose of this event is to generate revenue to support and build the event over 
the long-term. With the new larger capacity venue the acquisition of new ticket sales 
was identified as being important to the achievement of this objective. Sponsors were 
also acknowledged as being important for revenue generation. 
 
Convergent Interview Summary 
Sources of Evidence: 
Contacted November 22, 2007 
Manager February 28, 2008 Interview 
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The guide was considered worthwhile, but more diligence particularly in record 
keeping would be required to actually be able to calculate return. The manager 
provided an example of hiring a person on commission similar to the example 
provided in the guide. He felt the guide made sense, was easy to follow, but required 
keeping accurate numbers in order to implement the guide. He described how he 
could improve the collection of data to make the guide useful. He felt the time-value 
of money would not factor into the calculation as most calculations would be done 
for each year or season. He found the guide educational, it provided some good 
information, but he probably wouldn’t use it exactly as it is. Initially he thought it 
would provide a good check to see if the marketing activity was worthwhile after 
having undertaken the activity. 
 
  
Case Record C 
Sources of Evidence: 
President April 4, 2007, Interview transcript  
Participant travel survey form n.d.  
Participant quality survey form n.d. 
Event application brochure 2007 
Online event registration form viewed 4, April 2007 
Website viewed 4, April 2007 
 
Background information 
This event has been operating for 10 years and attracts participants from 23 
countries. The operation of the event is just one of several related businesses 
operated by this organisation. The marketing of the event is done in conjunction with 
the marketing of other business operations. Marketing activities include the direct 
mailing of printed brochures and forms and email contact and website registration. 
Where previously event registration was completed 100% through direct mail, in the 
last two years 95% of the registration process has moved online.  
 
RI 1. What measures, if any, are currently used to determine return on marketing 
investments in non-professional sports event organisations? 
RI 1a: What sales data is currently being compiled by non-professional sports event 
organisations? 
This organisation uses production and sales measures to support marketing decisions. 
Budgeting decisions are made using previous years’ financial information. 
Throughout the fiscal year the budget and actual financial information are closely 
monitored and used to make marketing decisions. The size of the customer base is 
known and from this number estimates are made of the market size and market share 
and are based on perception in the industry and informal data gathering. 
 
RI 1b: What consumer based data is currently being compiled by non-professional 
sports event organisations? 
Consumer based measures are currently used to support marketing decisions. 
Surveys are undertaken to obtain attendance data. This data is then analysed and used 
to inform potential sponsors. The registration form includes a “how did you hear 
about us?” question that informs the organisers which marketing activities are 
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reaching their customers including the number of direct customer referrals. This 
information is stored in a customer database. The database is used to calculate 
customer loyalty and return rates. Website visits are tracked in conjunction with the 
number of website registrations. Service quality surveys are also undertaken to 
identify potential gaps in the service product.  
 
RI 1c: What customer relationship data is currently being compiled by non-
professional sports event organisations? 
Customer relationship measures are currently being used by this organisation to 
support marketing investment decisions. The customer database enables the 
organisation to sort on various fields such as age, country and by the customer’s 
response to the “how did you hear about us?” question. Maintenance of the database 
is outsourced to a company that specializes in this service.  
 
RI 2. What characteristics of non-professional sports event organisations influence 
the use of measures required for the determination of return on marketing 
investments? 
RI 2a. How do financial resources influence the use of measures required for the 
determination of return on marketing investment? 
This organisation has a marketing budget of over $50,000. The marketing budget is 
set by determining the marketing objectives and matching expenditures to objectives. 
The organisation is in a growth phase and identified two financial based resources - 
technology and people as being limited as a result of recent growth. The organisation 
is currently taking steps to address both these identified limitations. 
 
RI 2b. How do human resources influence the use of measures required for the 
determination of return on marketing investment? 
Two people are involved directly in the marketing of this event. This includes the 
sales and marketing director and the president. The sales and marketing director has 
no formal marketing education, but was involved for 15 years in the operation of a 
small business that required sales and marketing activities. Two years ago the sales 
and marketing director began working with this organisation. The president of the 
organisation has two years of formal business education and has been with this 
organisation for eleven years. He describes his role as president as predominantly 
requiring making marketing decisions “… in a sense everything that I have done, do 
here has been around marketing.”  
 
RI 2c. How do multiple stakeholders influence the use of measures required for the 
determination of return on marketing investment? 
The event organisers did acknowledge the applicability of multiple stakeholders 
including participants, spectators, volunteers, sponsors and government. Of these 
stakeholders only participants, spectators and sponsors were considered to influence 
the marketing process. Participants were considered the most influential followed 
closely by spectators. Sponsors although influential to the marketing process were 
not considered to be a stakeholder in the event. 
 
RI 2d. How do product characteristics influence the use of measures required for the 
determination of return on marketing investment? 
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This event is packaged with a number of augmented products such as clinics, 
coaching, accommodations and meals. It is difficult, therefore, to separate the actual 
occurrence of the event from the entire package. 
 
RI 2e. How do target market characteristics influence the use of measures required 
for the determination of return on marketing investment? 
This organisation describes their target market as participants within specific age 
categories. Marketing activities are undertaken world wide to reach this group of 
narrowly identified participants.  
 
RI 2f. How does organisational strategy influence the use of measures required for 
the determination of return on marketing investment? 
This event is an annual ongoing event that has been operating for ten years. The 
event is currently growing in size and is expected to outgrow other areas of the 
organisation. The fast growth of the event and the focus on specific age categories 
requires marketing efforts that are focused on attraction of new participants. 
Retention, however, is also important to ensure repeat attendance from participants 
as they move through the various age categories and also because of the strong 
influence of word-of-mouth in this particular sport environment. 
 
Convergent Interview Summary 
Sources of Evidence: 
Contacted November 22, 2007 
Interview March 19, 2008 
Interview included three case study representatives: 
President 
Marketing Director 
Sales and Marketing Associate 
 
This organisation thought the guide was useful. It was felt the organisation already 
had in place parts of the marketing process but not the calculation of return. It was 
also felt that more data collection was required; currently data was only used in 
aggregate which may or may not be sufficient to calculate return. A clear example 
was provided as to how the guide could be applied to a specific objective and a 
second example was included of using the guide when marketing to sponsors. The 
representatives described their organisation as requiring improvement in processes in 
order to help the organisation move further ahead, particularly in the use of the time-
value of money calculation. 
 
Previously when the organisation was smaller it was not felt this guide would have 
been as useful. The president said ‘It would have been a nice thing to do, but there 
would have been no incentive because the revenue source would not have been large 
enough. Now the marketing spend is so much larger it is absolutely required to do 
this type of analysis because the decisions that are being made, the size of the money 
that is being spent is so large that it will have a significant impact on the 
organisation.’ So the revenue source needs to be large enough to make this process 
worthwhile to consider when making decisions. 
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Case Record D 
Sources of Evidence 
Owner January 29, 2008, Interview transcript 
Website viewed 30, January 2008 
Results 2007 
 
Background information 
This is a for-profit event originally developed to enhance the sport in the community 
and now is also used as a means to market the store. The owner of the store employs 
the store staff to operate the event. The event is a recognized event by the PSO and 
athletes participating in the event can qualify for the provincial team and potentially 
the national team. The event is open and attracts athletes from the USA and other 
provinces in Canada. Marketing for the event is done primarily through being a 
qualifying event recognized by the PSO. 
 
RI 1. What measures, if any, are currently used to determine return on marketing 
investments in non-professional sports event organisations? 
RI 1a: What sales data is currently being compiled by non-professional sports event 
organisations? 
This organisation does keep track of financial information. The event growth is 
tracked more by following the number of registrations as opposed to the dollar value. 
An online registration system is used that provides tracking information. Currently 
95% of the registrations are done online but this is expected to increase to 100% for 
the next occurrence of the event as a result of eliminating day-of registrations. 
Financial statements are prepared for the organisation that operates the event separate 
from the store and expenses are monitored. 
 
RI 1b: What consumer based data is currently being compiled by non-professional 
sports event organisations? 
No consumer based data is currently being collected or compiled by this 
organisation. 
 
RI 1c: What customer relationship data is currently being compiled by non-
professional sports event organisations? 
The organisation does keep the email addresses of participants and does send an 
email reminder when registration opens for the next occurrence of the event. No 
other customer relationship data collected during registration is compiled. 
 
RI 1d: What data (if any) are being used by non-professional sports event 
organisations to evaluate their marketing return on investment? 
No data is currently being used to evaluate marketing return. Marketing return is 
considered in terms of participants (primarily by becoming a sanctioned event) and 
in terms of spectators, but return is not specifically evaluated. 
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RI 2. What characteristics of non-professional sports event organisations influence 
the use of measures required for the determination of return on marketing 
investments? 
RI 2a. How do financial resources influence the use of measures required for the 
determination of return on marketing investment? 
The marketing budget for this event is less than $10,000. Financial resources were 
not directly identified as a limiting factor to achieving marketing goals. More 
financial resources were considered to be beneficial to the operation of the event, and 
it was identified that these resources could be obtained by more marketing. It was 
identified that there was insufficient use of technology, but this technology was 
considered to be available. It was also stated that more staff could be utilized in order 
to do a little more marketing. Finally a lack of time was identified as a key issue in 
terms of achieving marketing goals. 
 
RI 2b. How do human resources influence the use of measures required for the 
determination of return on marketing investment? 
Human resources were identified as potentially lacking with regard to achieving 
marketing goals. Reference was made to doing more to market the event in terms of 
skills and man-power. Existing skills were identified as being sport related as 
opposed to marketing, but it was acknowledge that more could be done with respect 
to marketing with the currently available skills. 
 
RI 2c. How do multiple stakeholders influence the use of measures required for the 
determination of return on marketing investment? 
Participants, sponsors and volunteers were acknowledged as the primary 
stakeholders. Spectators were considered to have a minor stake. The municipal 
government was acknowledged as providing grants in the past and may do so again 
in the future. Sponsors were considered important in terms of local media (primarily 
to attract spectators) and to operate the event (primarily providing prizes). 
 
RI 2d. How do product characteristics influence the use of measures required for the 
determination of return on marketing investment? 
The actual competition was the only product identified. 
 
RI 2e. How do target market characteristics influence the use of measures required 
for the determination of return on marketing investment? 
Marketing is undertaken primarily to participants and spectators. Opportunities were 
identified to expand the participant target market. It was acknowledge that marketing 
to spectators was not considered successful. Sponsors and volunteers were also 
identified as being important. The owner individually markets to sponsors and 
volunteers were acknowledged as being increasingly more difficult to secure. 
 
RI 2f. How does organisational strategy influence the use of measures required for 
the determination of return on marketing investment? 
The purpose of operating this event was to promote the sport in the community and 
to market the store. Specific strategies were identified to promote the sport to the 
community by attracting spectators (although these strategies were considered 
unsuccessful), but no specific strategies were identified to market the store other than 
the store being the primary sponsor of the event. The event occurs once per year. The 
only marketing identified that spanned more than one event was an email sent to 
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previous year’s participants to notify them of registration opening for the next 
occurrence of the event. 
 
Convergent Interview Summary 
Sources of Evidence: 
Contacted March 10, 2008 
Interview March 17, 2008 Owner 
 
Initially the guide did not make sense to the owner, but after going through the guide 
with the interviewer the owner was able to provide an example of how the guide 
could be applied to his organisation. He liked the idea of using the guide and worked 
through two examples including a complete calculation of return. He decided he 
would like to try the process with his organisation and if the process worked, then try 
to apply it to additional objectives. 
 
 
Case Record E 
Sources of Evidence: 
Communications Manager May 9, 2007, Interview transcript 
Website viewed 10, May 2007 
Website viewed 3, July 2007 
 
Background information 
This organisation is a provincial sport organisation (PSO) aimed at promoting 
participation in the sport provincially and to some extent nationally and 
internationally. The organisation is non-profit run by a voluntary board of directors 
with an executive director and 13 staff members. The organisation has been in 
existence for more than 75 years. Participants that register locally to play the sport 
are automatically registered with the PSO. The PSO uses technology on its website 
to offer augmented services to registered participants. The top competitors are 
selected to play in tournaments operated by the PSO. The tournaments are conducted 
on behalf of the PSO by host organisations.  
 
RI 1. What measures, if any, are currently used to determine return on marketing 
investments in non-professional sports event organisations? 
RI 1a: What sales data is currently being compiled by non-professional sports event 
organisations? 
This organisation uses production and sales measures to inform marketing decisions. 
Although it was indicated that sales are not applicable, sales in terms of number of 
registrations are recorded. Financial information is maintained from year to year and 
customer transaction information is tracked. Industry research is available regarding 
this sport and this information is used to determine market size and market share. 
 
RI 1b: What consumer based data is currently being compiled by non-professional 
sports event organisations? 
Consumer based measures are used by this organisation. Customer surveys are 
conducted online to determine customer needs and wants. Consumer awareness is 
estimated by comparing industry data to the number of registrations with the 
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organisation. Customer loyalty and customer referrals are not tracked. The number of 
website visits is recorded and this information is used to attract potential sponsors. 
 
RI 1c: What customer relationship data is currently being compiled by non-
professional sports event organisations? 
This organisation maintains a customer database that is used for recording 
registrations and tracking information from year to year. If additional products are 
purchased through this organisation, this information is also recorded in the customer 
database. The database is used to record and determine customer retention, customer 
defection and customer return. 
 
RI 2. What characteristics of non-professional sports event organisations influence 
the use of measures required for the determination of return on marketing 
investments? 
RI 2a. How do financial resources influence the use of measures required for the 
determination of return on marketing investment? 
The marketing budget for this organisation is between $10,000 and $50,000. This 
organisation has a designated department responsible for technology which is 
perceived as sufficient in providing the necessary resources to achieve the 
organisation’s marketing goals. The resource identified as lacking is the number of 
people or man-power required. It was perceived that four people total (three 
additional people) would be required to do the work sufficiently. 
 
RI 2b. How do human resources influence the use of measures required for the 
determination of return on marketing investment? 
One person is responsible for the marketing of this event. This person has an 
education in marketing and communications and 10 years of experience in a 
marketing position. The skills of this person are perceived as sufficient to achieve the 
marketing goals of the organisation. 
 
RI 2c. How do multiple stakeholders influence the use of measures required for the 
determination of return on marketing investment? 
Multiple stakeholders were identified as being applicable to this organisation 
including participants, volunteers and sponsors. Participants were considered the 
most important stakeholder group to influence the marketing process. Sponsors did 
influence the marketing process if they were used as part of the marketing strategy, 
but sponsors were not always used by this organisation. 
 
RI 2d. How do product characteristics influence the use of measures required for the 
determination of return on marketing investment? 
This organisation offers a variety of support services through its website that 
augment its primary product. In addition, the organisation provides clinics for 
participants and is responsible for operating tournaments for top competitors. In 
support of its mission statement, the organisation promotes its sport by engaging in 
political lobbying and athlete development. 
 
RI 2e. How do target market characteristics influence the use of measures required 
for the determination of return on marketing investment? 
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Multiple target markets are not considered relevant by this organisation as it 
perceives its sport as accessible for all ages and therefore does not segment its 
market beyond participants. 
 
RI 2f. How does organisational strategy influence the use of measures required for 
the determination of return on marketing investment? 
This is a well established organisation that has existed for more than 75 years. The 
organisation has a clear mission statement and a strategic plan to support the claims 
of the mission statement. The focus of the mission statement is to promote the sport 
and thereby acquire new participants and retain existing participants. 
 
 
Convergent Interview Summary 
Sources of Evidence: 
Contacted November 22, 2007 
Communications Manager December 13, 2007 Interview 
 
The communications manager read through the guide but initially wasn’t sure how to 
use it. An example was provided, but with only a broad description as to how to 
apply the guide. After providing one example additional objectives were identified 
that could also be used with the guide. The manager indicated that the guide would 
require someone with a marketing background in order for it to be applied in its 
current format, but felt it was useful. It was also felt the guide was similar to what 
was already being done by the organisation for the strategic planning process. The 
manager provided examples of other organisations that might also find the guide 
useful provided they had enough understanding to apply the guide, particularly as 
these organisations prepared for the 2010 Olympics. 
 
 
Case Record F 
Sources of Evidence 
Executive Director January 31, 2008, Interview transcript 
Constitution February 2007 
Financial statements March 31, 2007 
Website viewed 24, January 2008 
 
Background Information 
This is a provincial sport organisation (PSO) with the purpose of promoting and 
developing the sport both recreationally and competitively, providing technical, 
marketing and other relevant assistance to members in order to promote the sport, 
and to arrange and conduct competitions for the purpose of determining the 
provincial championship team. The organisation is governed by a voluntary board of 
directors and supported by an advisory committee. The day to day operations are 
taken care of by the executive director and a small number of staff. The organisation 
runs ten events. The purpose of the event examined for this case study is to select a 
team to represent the province at the Canadian championships. The marketing for the 
event is conducted by the PSO in conjunction with a host committee. Revenue from 
the event is generated from sponsorships and the sale of tickets to spectators. The 
event is televised. The budget for marketing the event can be up to $200,000 and is 
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dependent on the size of the venue and is determined in consultation with the host 
committee. 
 
RI 1. What measures, if any, are currently used to determine return on marketing 
investments in non-professional sports event organisations? 
RI 1a: What sales data is currently being compiled by non-professional sports event 
organisations? 
This organisation monitors production and sales measures. Financial records are 
maintained by the host committee for each individual occurrence of the event as well 
as by the PSO. An accountant is used to prepare the financial records. Market size 
information is obtained from provincial population statistics and from data collected 
by the national sports organisation. 
 
RI 1b: What consumer based data is currently being compiled by non-professional 
sports event organisations? 
Currently this organisation does not collect and use consumer based measures for 
determining their marketing spend. However, the national sports organisation does 
collect data from the national events and shares the data with the PSO. In addition, 
television audience viewing numbers are recorded and the information is 
disseminated to sponsors. In addition, website visits are tracked. 
 
RI 1c: What customer relationship data is currently being compiled by non-
professional sports event organisations? 
Customer relationship data is collected with respect to sponsors and participants, but 
not spectators. The information that is collected is not used to inform marketing 
spend decisions. The national sports organisation does collect spectator information 
and uses this information to reach their consumers. The value of collecting 
longitudinal spectator information was questioned as a result of the event moving to 
a new community for each occurrence. 
 
RI 1d: What data (if any) are being used by non-professional sports event 
organisations to evaluate their marketing return on investment? 
This organisation estimates anticipated revenue for an event as well as the amount of 
investment required to generate the anticipated revenue from sponsors and ticket 
sales. 
 
RI 2. What characteristics of non-professional sports event organisations influence 
the use of measures required for the determination of return on marketing 
investments? 
RI 2a. How do financial resources influence the use of measures required for the 
determination of return on marketing investment? 
This organisation indicated a lower than sufficient level of technology resources 
available. The lack of technological resources was identified as being an electronic 
ticket sales system. Man-power was identified as being closer to insufficient. The 
lack of man-power was stated as being an insufficient number of paid employees.  
 
RI 2b. How do human resources influence the use of measures required for the 
determination of return on marketing investment? 
 201 
 
More operational marketing skills were identified as being required to make the 
available human resources sufficient. It was stated that sufficient marketing skills 
and knowledge were available at the top level of the organisation, but not at the 
lower levels. 
 
RI 2c. How do multiple stakeholders influence the use of measures required for the 
determination of return on marketing investment? 
The applicable stakeholders to this event that also influenced the marketing of the 
event were identified as volunteers, sponsors, the PSO, the host committee and the 
broadcaster. Next to the PSO the most influential organisation in terms of marketing 
was the broadcaster followed by the host committee.  
 
RI 2d. How do product characteristics influence the use of measures required for the 
determination of return on marketing investment? 
The product for this event was stated to be ticket sales and various forms of 
sponsorship and advertising. No additional products were identified, but it was 
acknowledged that gross margin was difficult to determine as a result of a 
multifaceted product. 
 
RI 2e. How do target market characteristics influence the use of measures required 
for the determination of return on marketing investment? 
This organisation identified the primary target markets for the event to be the 
sponsors and the general public through ticket sales. Information was provided 
regarding the characteristics of the general public that attended the event. This 
information was obtained from the national sports organisation. Participants were not 
identified as a target market. 
 
RI 2f. How does organisational strategy influence the use of measures required for 
the determination of return on marketing investment? 
The purpose of operating this event was to select the best team to go to the Canadian 
Championships. The event moves to a different community for each occurrence 
thereby attracting new local sponsors and new spectators. 
 
 
Case Record G 
Sources of Evidence: 
Director of Marketing and Events Management June 13, 2007, Interview transcript 
Director of Marketing and Events Management July 16, 2007, Memo to researcher 
Business Plan 2006/2007 retrieved from website viewed July 16, 2007. 
Website viewed 13, June 2007 
Website viewed 16, July 2007 
 
Background information 
This is a national sport organisation (NSO) aimed at providing programs nationally 
to develop athletes of all ages and abilities.  The organisation is governed by a 
volunteer board of directors and operated by a small number of full-time staff. The 
organisation operates an open national competitive event at the culmination of each 
season. Each Province selects a provincial team to send to the event and those team 
members receive extra funding and support, but any registered member and foreign 
athletes are entitled to attend. The event is operated in conjunction with a local host 
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committee. The marketing is conducted by the host organisation in consultation with 
a representative from the NSO. 
 
RI 1. What measures, if any, are currently used to determine return on marketing 
investments in non-professional sports event organisations? 
RI 1a: What sales data is currently being compiled by non-professional sports event 
organisations? 
This organisation uses production and sales measures to determine marketing 
investment. Following each year’s event a report is prepared that is used to assist in 
the marketing and operation of future events. Copies of the budget compared to the 
actual financial revenues and expenditures are prepared and provided to future event 
hosts. Gross margin, net profit and effects of sales initiatives are determined in the 
financial analysis of the NSO operations. Industry information is obtained to 
determine market size and make estimates of market share. 
 
RI 1b: What consumer based data is currently being compiled by non-professional 
sports event organisations? 
Consumer based measures are used to determine customer satisfaction and to some 
extent consumer awareness. Customer satisfaction is measured using a member 
satisfaction survey as well as phone interviews, face-to-face conversations 
(particularly with sponsors) and questionnaires. Consumer awareness is measured by 
monitoring media coverage including the amount of media exposure and the number 
of website visits. 
 
RI 1c: What customer relationship data is currently being compiled by non-
professional sports event organisations? 
This organisation is currently in the process of implementing a new database system 
based on a retail model to help track and analyse customer information. Currently a 
database is used to track sales and donor information, but this database is described 
as very modest and unsophisticated. 
 
RI 2. What characteristics of non-professional sports event organisations influence 
the use of measures required for the determination of return on marketing 
investments? 
RI 2a. How do financial resources influence the use of measures required for the 
determination of return on marketing investment? 
This organisation has a marketing budget of over $150,000. Technologically this 
organisation is perceived to have the required resources to achieve its marketing 
objectives – particularly with the implementation of the new database system. In 
terms of people, it is perceived that more resources would be beneficial although 
these resources were described more in terms of skills and location rather than 
quantity. 
 
RI 2b. How do human resources influence the use of measures required for the 
determination of return on marketing investment? 
Computer skills and knowledge was perceived to be deficient with room for 
improvement, but ongoing education is currently being undertaken. In terms of 
general marketing skills and knowledge, the marketing director has over 20 years of 
experience in the industry. 
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RI 2c. How do multiple stakeholders influence the use of measures required for the 
determination of return on marketing investment? 
The event organisers did acknowledge the applicability of multiple stakeholders 
including participants, spectators, volunteers and sponsors. Donors and government, 
although applicable to the organisation, are not considered stakeholders and do not 
influence marketing. The participants and volunteers were considered the most 
influential of the stakeholders followed by sponsors and then by spectators. 
 
RI 2d. How do product characteristics influence the use of measures required for the 
determination of return on marketing investment? 
This organisation has several initiatives that are not related to the national event, but 
are relevant in terms of collecting marketing information and using marketing data. 
With respect to the event, there are additional products that influence the marketing 
and promotion of the event most significantly in terms of the amount of promotion 
directed towards spectators. 
 
RI 2e. How do target market characteristics influence the use of measures required 
for the determination of return on marketing investment? 
The primary target market for this event is the participants. The top athletes across 
the country are selected to attend the event and additional athletes are also welcome. 
The majority of the budget for operating the event is covered by the participant fees. 
If a promotional event is held then potential spectators in the local market are also 
targeted. Sponsors and government grants are used to cover approximately 10 to 15% 
of the cost of operating the event, so sponsors are also targeted. Volunteers are 
considered to be an important target group, but no specific marketing initiatives are 
identified towards attracting volunteers. 
 
RI 2f. How does organisational strategy influence the use of measures required for 
the determination of return on marketing investment? 
The purpose of operating this event is to provide a competitive event for the top 
athletes in Canada and to raise the profile of the sport. The marketing of the event is 
directed at servicing the top athletes and to support hosting organisations in their 
efforts to attract new spectators thereby increasing interest in the sport and ultimately 
attracting new sponsors. 
 
Convergent Interview Summary 
Sources of Evidence: 
Contacted November 22, 2007 
Director of Marketing and Events Management, February 27, 2008 Interview 
 
The representative from this organisation felt the guide was useful and expressed the 
philosophy was good, but the implementation would be difficult. He did provide an 
example, but did not provide the specific details as to how he would calculate return. 
He felt marketing needed to be better defined. He wasn’t sure if the host committee 
would be able to understand the guide and may require more explanation or a more 
simple process in order to apply the guide. He provided examples of how the host 
organisations and club organisations could use the guide. He expressed concern on 
collecting the required industry data to use the calculation and the accuracy of the 
calculation without good data. He felt the time-value of money calculation was not 
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important as his event moved to a different community for each occurrence. He 
really liked the first page that outlined the marketing process and felt that more 
emphasis should be placed on the process as opposed to the calculation. The process 
would be good as a discussion document to take to the host committees and club 
members that may not have the required marketing knowledge. 
 
 
Case Record H 
 
Sources of Evidence: 
Manager, Media/PR, April 26, 2007, Interview contact 
Organizing Committee Chair April 26, 2007, Interview transcript 
NSO Website viewed 26, April 2007 
NSO website viewed 23, July 2007 
 
Background information 
This is a national sport organisation (NSO) that has been in existence for 37 years. 
The organisation promotes the development of the sport and the achievement of 
excellence by athletes. The top teams across the country are selected each year to 
compete in a national event operated in conjunction with a host organisation. The 
budget for this event is in excess of $50,000. A website is used to inform participants 
and promote the event. The website is also used to disseminate information to 
potential sponsors. The host committee is responsible for identifying and establishing 
potential partnerships with media, sponsors and promotional organisations to help 
market the event. 
 
RI 1. What measures, if any, are currently used to determine return on marketing 
investments in non-professional sports event organisations? 
RI 1a: What sales data is currently being compiled by non-professional sports event 
organisations? 
This organisation uses production and sales measures from previous occurrences of 
the event. The measures are obtained from financial statements. Market size and 
market share are dictated by the structure of the event. The number of spectators is 
estimated using surveys and past numbers. 
 
RI 1b: What consumer based data is currently being compiled by non-professional 
sports event organisations? 
Consumer based measures are used by this organisation. The consumer based 
measures are collected in surveys and from direct feedback from participants and 
spectators. Website visits are also measured and used for marketing to potential 
sponsors. Measures of consumer awareness and customer referrals were not 
considered relevant for participants as this is an event that only the top teams are 
invited to attend. It was noted that this information may be more relevant to 
spectators. 
 
RI 1c: What customer relationship data is currently being compiled by non-
professional sports event organisations? 
A database of participant information is kept by this organisation. This information is 
not used specifically for marketing. A database or record of financial transaction 
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information is kept and used to estimate future purchases and attract potential 
sponsors.  
 
RI 2. What characteristics of non-professional sports event organisations influence 
the use of measures required for the determination of return on marketing 
investments? 
RI 2a. How do financial resources influence the use of measures required for the 
determination of return on marketing investment? 
The organisation perceives it has sufficient financial resources to achieve its existing 
marketing goals. The size of the budget for this event is greater than $50,000. The 
marketing budget is determined based on identifying the costs of operating the event 
and allocating the remaining dollars to marketing. Fundraising is also used to support 
the budget if needed.  
 
RI 2b. How do human resources influence the use of measures required for the 
determination of return on marketing investment? 
This organisation perceives it has sufficient human resources to achieve its marketing 
goals. This is supported by a description of three members on the organizing 
committee with substantial business education and marketing experience. 
 
RI 2c. How do multiple stakeholders influence the use of measures required for the 
determination of return on marketing investment? 
This organisation perceived participants, spectators, volunteers, donors, sponsors and 
government to be applicable to the event, but did not perceive government as being a 
stakeholder or as influencing the marketing of the event. The most influential group 
was considered to be participants followed by donors, sponsors, volunteers and 
spectators. 
 
RI 2d. How do product characteristics influence the use of measures required for the 
determination of return on marketing investment? 
This event does have augmented products that are designed to improve the quality of 
the experience for the participants. These products include tourism based activities 
and clinics for the participants offered outside of the actual tournament. Concessions 
are also offered for participants and spectators during the event, but are run by 
volunteers and are not operated to earn a profit.  
 
RI 2e. How do target market characteristics influence the use of measures required 
for the determination of return on marketing investment? 
The primary target market for this event is the participants. The top teams across the 
country are invited to attend the event and visitors and family are encouraged to 
come with them. Potential spectators in the local market are also targeted. Sponsors 
are considered to be a very important target group with a substantial amount of 
resources being used for attracting sponsors. Volunteers are considered to be 
important, but there is no shortage of available volunteers so marketing for 
volunteers is minimal. 
 
RI 2f. How does organisational strategy influence the use of measures required for 
the determination of return on marketing investment? 
The purpose of operating this event is to provide a competitive event for the top 
teams in Canada. The purpose for the host organisation is to stimulate and grow the 
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economy of the community and provide support for the athletes and families. 
Because the top teams must qualify to attend this event, the marketing efforts are 
directed towards securing sponsors and attracting family and visitors. 
 
 
Convergent Interview Summary 
Sources of Evidence: 
Contacted November 22, 2007 
Organizing Committee Chair, January 22, 2008 Interview 
 
The representative from this organisation reviewed the guide with the co-chair from 
the organizing committee who is also organizing another national event and felt that 
it would be good for both events. She felt that if she hadn’t been involved in 
marketing, this kind of information would be very valuable, and she still felt it was 
valuable because it reminded her of things that she should be considering but doesn’t 
always consider. She stated that it made her aware of what she should have been 
doing relative to what she is doing. Currently she felt she was doing most of it, and 
provided an example of how the guide could be applied without providing specific 
details of the calculation of return. She did not feel that the time-value of money was 
relevant as it was a one-off event. Overall she felt the guide provided a useful 
checklist to make sure you have done everything you could possible do to make the 
event a success. 
 
 
Case Record I 
Sources of Evidence: 
President April 26, 2007, Interview transcript 
Website viewed 23, July 2007 
 
Background information 
This is a non-profit organisation operated entirely by volunteers. The organisation 
has been in existence for approximately 22 years. The purpose of the organisation is 
to provide a competition for recreational adult athletes. The marketing budget for this 
organisation is less than $10,000. In-kind sponsorship is used to supplement the 
marketing budget. Marketing activities include a website, emails, flyers, and radio 
advertising.  
 
RI 1. What measures, if any, are currently used to determine return on marketing 
investments in non-professional sports event organisations? 
RI 1a: What sales data is currently being compiled by non-professional sports event 
organisations? 
This organisation does use production and sales measures to track sales, sales growth 
and marketing expenses. The organisation does have an estimate of market size and 
market share which was taken into considered with the distribution of flyers. 
 
RI 1b: What consumer based data is currently being compiled by non-professional 
sports event organisations? 
Consumer based measures are currently used by this organisation although no formal 
data collection is done other than tracking the number of visitors to the website. 
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Awareness is measured based on the amount of contacts and requests received. 
Customer loyalty is not specifically tracked, but the number of repeat registrations 
can be easily estimated. 
 
RI 1c: What customer relationship data is currently being compiled by non-
professional sports event organisations? 
A customer database is maintained that lists each athlete individually, but only one 
team contact person is approached directly when undertaking marketing initiatives. 
No customer relationship measures are currently being used to inform marketing 
decisions. 
 
RI 2. What characteristics of non-professional sports event organisations influence 
the use of measures required for the determination of return on marketing 
investments? 
RI 2a. How do financial resources influence the use of measures required for the 
determination of return on marketing investment? 
This organisation is perceived to have sufficient financial resources to achieve its 
marketing objectives. Although more resources could still be acquired, the current 
level of resources was not considered to hinder the organisation in its operations. The 
size of the marketing budget for this organisation is less than $10,000, but the 
marketing objectives were still achieved by supplementing the budget with in-kind 
sponsorships.  
 
RI 2b. How do human resources influence the use of measures required for the 
determination of return on marketing investment? 
Human resources in terms of marketing skills and knowledge and manpower were 
identified as a potential limiting factor to the operation of the organisation. No 
specific initiatives have been identified to address this potential limitation other than 
improving on the previous year’s experiences. 
 
RI 2c. How do multiple stakeholders influence the use of measures required for the 
determination of return on marketing investment? 
This organisation identified only participants as being stakeholders in the event and 
as influential to the marketing process. Sponsors were also identified as influential to 
marketing and the applicability of volunteers in operating the organisation was noted. 
 
RI 2d. How do product characteristics influence the use of measures required for the 
determination of return on marketing investment? 
Augmented products are not considered to be applicable to this organisation.  
 
RI 2e. How do target market characteristics influence the use of measures required 
for the determination of return on marketing investment? 
The target market for this event is adult athletes in a specific geographic location. 
Although sponsorship is used, sponsors are not considered to be a target group for 
marketing purposes. Additional sponsorship is not actively pursued and the current 
sponsors have been with the organisation for a number of years. 
 
RI 2f. How does organisational strategy influence the use of measures required for 
the determination of return on marketing investment? 
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The purpose of the organisation is to provide a competition for recreational adult 
athletes. The number of athletes has been declining over the last several years and 
therefore increasing the amount of participation has become a goal of the 
organisation. Currently the organisation has focused its marketing activities on 
acquisition strategies. No marketing activities have been focused on retaining 
individual existing participants. 
 
 
Case Record J 
 
Sources of Evidence: 
Director (Past Treasurer) May 30, 2007, Interview transcript 
Website viewed 25, July 2007 
 
Background information 
This is a non-profit organisation operated by volunteers and established in 1991. The 
purpose of the organisation is to provide a safe environment for competitive and 
recreational athletes to experience the sport. Three events are operated and hosted by 
this organisation. Several marketing activities are undertaken by the organisation to 
promote the events. The budget for marketing is less than $10,000. Some of the 
marketing activities include a website, flyers, brochures and posters. There are a 
number of sponsors that contribute both in-kind and financially to the operation of 
the organisation and the events. 
 
RI 1. What measures, if any, are currently used to determine return on marketing 
investments in non-professional sports event organisations? 
RI 1a: What sales data is currently being compiled by non-professional sports event 
organisations? 
This organisation currently monitors sales, sales growth and expenses. A budget is 
prepared based on the previous year’s financial information. The budget, however, is 
only used for comparison to actual financial information and is not used for making 
marketing investment decisions.  
 
RI 1b: What consumer based data is currently being compiled by non-professional 
sports event organisations? 
Minimal consumer based measures are currently being used by this organisation. 
Customer feedback is monitored mainly from the website and managed through 
email. Feedback from volunteers is also monitored. Repeat participants are identified 
and contacted to participate and contribute as volunteers in the future. 
 
RI 1c: What customer relationship data is currently being compiled by non-
professional sports event organisations? 
This organisation does maintain a database with participant information and 
participants listed in the database are contacted to notify them of upcoming events. It 
is possible from the database to identify repeat customers and purchases, but this 
information is not currently used to assist in making marketing investment decisions. 
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RI 2. What characteristics of non-professional sports event organisations influence 
the use of measures required for the determination of return on marketing 
investments? 
RI 2a. How do financial resources influence the use of measures required for the 
determination of return on marketing investment? 
Financial resources were considered to be neutral. The perception was that currently 
the resources are sufficient to achieve the marketing objectives, but with more 
ambitious objectives more resources would be required.  
 
RI 2b. How do human resources influence the use of measures required for the 
determination of return on marketing investment? 
Human resources were considered to be neutral. Currently the perception is the 
resources are sufficient to achieve the marketing objectives, but it was also perceived 
that more ambitious marketing objectives need to be defined and more human 
resources need to be obtained to meet these new objectives. 
 
RI 2c. How do multiple stakeholders influence the use of measures required for the 
determination of return on marketing investment? 
The event organisers did acknowledge the applicability of multiple stakeholders 
including participants, spectators, volunteers, sponsors and government. Of these 
stakeholders only participants and sponsors are considered to influence the marketing 
process. Volunteers are applicable in terms of the actual operation of the event and 
spectators are considered as beneficial, but not mandatory to the success of the event. 
Government is applicable in terms of the permits required to operate the event. There 
are no donors. 
 
RI 2d. How do product characteristics influence the use of measures required for the 
determination of return on marketing investment? 
This organisation runs clinics which are linked through promotional activities to the 
different events. These promotional activities make it possible to track the number of 
participants that register for the event and the clinic as one package. Other than the 
website which lists the clinics and the event all other promotional activities are aimed 
at promoting only each individual event. 
 
RI 2e. How do target market characteristics influence the use of measures required 
for the determination of return on marketing investment? 
Marketing activities are targeted towards participants and sponsors. Promotional 
activities including the website, flyers, brochures and posters are used to attract 
participants. Direct contact is used to attract sponsors. No formal activities are 
undertaken to target volunteers although this group is mentioned as an important 
target audience. 
 
RI 2f. How does organisational strategy influence the use of measures required for 
the determination of return on marketing investment? 
The events organised by this organisation have existed for many years, even before 
the organisation was formally established in 1991. Recently this sport has been 
included as an Olympic event. The objective of the organisers is to increase 
awareness of this sport as an Olympic event and acquire more participants to grow 
each of the events operated by the organisation in the future.  
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Convergent Interview Summary 
Sources of Evidence: 
Contacted November 22, 2007 
Director (Past Treasurer), December 14, 2007 Interview 
 
The director was willing to try the first part of the guide but didn’t think it would be 
done by the organisation as there was no organisational will to do it. It was expressed 
that the organisation is content to keep doing the standard things and not to look at 
other ways of doing things. The director felt it was an important tool; particularly the 
first page and the seven-step process. She expressed that it was complicated but after 
looking through it without looking at the numbers it made more sense. After going 
through the guide together she was able to provide a specific example of how the 
guide could be applied and how return could be calculated. She felt the time-value of 
money calculation was too complicated at this point but she felt the first part of the 
guide was a planned, organised approach and was willing to read things through and 
figure it out, but also acknowledged that time was a limiting resource.  
 
 
Case Record K 
 
Sources of Evidence: 
Director May 23, 2007, Interview transcript 
Website viewed 23, July 2007 
2007 Registration Form 
 
Background information 
This is a non-profit organisation operated by volunteers and established in 1983. The 
purpose of the organisation is to provide a safe environment for competitive and 
recreational athletes to experience the sport. The organisation was given the 
opportunity to grow the event, but declined due to a lack of resources and a desire to 
keep the event manageable for the local organizing committee. Currently 
approximately 50% of the athletes participating in the event are from the nearby 
region the remaining athletes are from elsewhere in Canada with some international 
representation. The budget for marketing this event is less than $10,000. Some of the 
marketing activities include a website, flyers, and entry forms. Distribution of flyers 
and entry forms is done by a contractor. There are also a number of marketing 
activities undertaken in conjunction with other event organisers and an arrangement 
with a media group that provides local publicity leading up to the event. Several 
sponsors contribute both in-kind and financially to the operation of the organisation 
and the event. 
 
RI 1. What measures, if any, are currently used to determine return on marketing 
investments in non-professional sports event organisations? 
RI 1a: What sales data is currently being compiled by non-professional sports event 
organisations? 
Production and sales measures are the predominant measures used by this 
organisation. Financial statements from each occurrence of the event are compared 
and used to make future marketing investment decisions. The financial statements 
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are prepared and analysed by directors with accounting experience. Market size and 
market share are informally estimated and this information is used in the marketing 
investment decision-making process. 
 
RI 1b: What consumer based data is currently being compiled by non-professional 
sports event organisations? 
This organisation perceives consumer based measures as important to the success of 
the event, but no formal consumer based data is collected. Data is obtained 
informally through emails, word of mouth and phone calls. Sponsors are surveyed 
informally at the end of each event usually in person or by telephone. Data is also 
available regarding customer loyalty, but this information is not specifically tracked 
for the purpose of making marketing investment decisions. 
 
RI 1c: What customer relationship data is currently being compiled by non-
professional sports event organisations? 
Customer relationship measures are not currently being used to support marketing 
investment decisions. This organisation keeps a database with customer information 
including name, address, age, gender and purchases. The database could be used to 
track customer information longitudinally, but currently this is not being done and it 
is not perceived as necessary to do this to improve the operation of the event. Other 
race information including job descriptions and sponsor agreements are stored 
electronically in separate files. 
 
RI 2. What characteristics of non-professional sports event organisations influence 
the use of measures required for the determination of return on marketing 
investments? 
RI 2a. How do financial resources influence the use of measures required for the 
determination of return on marketing investment? 
The size of the budget for this event is less than $10,000. Two financial based 
resource limitations were identified that influenced the use of marketing measures 
but both these limitations were not identified as important to the success of the event. 
The first limitation is the lack of technology and the second limitation is the lack of 
man-power or time to invest in collecting marketing data, making marketing 
decisions and implementing marketing activities.  
 
RI 2b. How do human resources influence the use of measures required for the 
determination of return on marketing investment? 
This event is organised and operated entirely by volunteers. A board of directors is 
used to coordinate the various activities. All the directors have extensive event 
management experience and the skills in terms of education and knowledge of the 
board of directors are perceived to be sufficient to successfully operate the event and 
achieve the marketing objectives.  
 
RI 2c. How do multiple stakeholders influence the use of measures required for the 
determination of return on marketing investment? 
Multiple groups including participants, spectators, volunteers, sponsors and 
government are considered applicable to this event but of these groups, only 
participants, volunteers and sponsors are considered to be stakeholders. Participants 
and sponsors are considered the most influential in the marketing process.  
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Of these stakeholders only participants, spectators and volunteers were considered to 
influence the marketing process. Participants were considered the most influential. 
Spectators and volunteers were only considered to influence marketing decisions in 
terms of their level of satisfaction with the operation of the event. Sponsors and 
government, although not considered to influence the marketing process, were 
acknowledged as having a stake in the success of the event. It was noted that if the 
event went badly this would reflect badly on the sponsors and on the local 
government.   
 
RI 2d. How do product characteristics influence the use of measures required for the 
determination of return on marketing investment? 
The purpose of this event is to provide a safe competitive and recreational venue for 
adult athletes. Augmented products directly associated with the event include some 
merchandise sales, a concession for the athletes and an event the day before for 
children. These augmented products are offered to improve the experience for the 
athletes. Another product offered by the organisation includes the rental of 
equipment to other event organisers which brings in a small amount of revenue, but 
is not marketed in any way by the organisation. 
 
RI 2e. How do target market characteristics influence the use of measures required 
for the determination of return on marketing investment? 
The organisation describes their target market as participants and sponsors. The 
participants targeted in the advertising are identified geographically and by their 
participation in similar events. Local sponsors are actively pursued and suppliers of 
specific products that are applicable to the sport are also actively pursued. 
Volunteers, although not identified as a target market are also actively pursued 
through marketing activities. 
 
RI 2f. How does organisational strategy influence the use of measures required for 
the determination of return on marketing investment? 
This event has existed for 25 years. The purpose of the organisation is to provide a 
safe environment for competitive and recreational athletes to experience the sport. 
The organisation does not wish to grow beyond what can be managed by local 
volunteers. With the existing venue and resources there is still some room for growth 
and the event has never been fully subscribed. Marketing efforts are currently 
focused on awareness and attraction. It is perceived that many of the participants 
return from previous occurrences of the event but no specific marketing activities are 
undertaken to encourage retention.  
 
Convergent Interview Summary 
Sources of Evidence: 
Contacted November 22, 2007 
Director January 30, 2008 Interview 
 
The director for this organisation looked through the guide and thought it might be 
useful and indicated that the first page made sense. She provided an example and the 
details as to how she could calculate return. She expressed that she wasn’t sure how 
to track the required information, but also provided some possible solutions as to 
how this could be done. She stated the process would be valuable and could be 
applied to more operational decisions, not just marketing decisions. The time-value 
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of money process was not considered necessary as each activity was only relevant to 
one season or year of the event. She felt that applying the guide would require a 
marketing committee to work together as there was not enough time available for one 
person to do it on their own. She commented that initially the process seemed really 
complicated but when she broke it down piece by piece it was not really that bad. 
 
 
Case Record L 
 
Sources of Evidence: 
Communications President April 19, 2007, Interview transcript 
Annual General Meeting 2006 Financial Statements and Reports 
Website viewed 19, April 2007 
 
Background information 
This organisation is a non-profit organisation that has been in existence for more than 
75 years. The organisation promotes the development of elite athletes by ensuring the 
teams have a competitive environment within which to play. The teams are located in 
communities throughout the northwest of Canada and the United States. The 
organisation is operated by a voluntary board of directors. The top teams registered 
with the organisation are selected each year to compete in a tournament operated in 
conjunction with a host organisation. The total marketing budget for this organisation 
is less than $10,000. The organisation uses a website for most of its communications 
including marketing. The website does contain advertising links for sponsors. The 
organisation has printed a brochure in the past to provide information to spectators 
regarding the tournament but this is not done regularly.    
 
RI 1. What measures, if any, are currently used to determine return on marketing 
investments in non-professional sports event organisations? 
RI 1a: What sales data is currently being compiled by non-professional sports event 
organisations? 
This organisation maintains financial records as required to be registered as a non-
profit organisation. The financial records are very basic with a listing of revenue and 
expenses. The responsibility for recording financial information is undertaken by a 
director who takes on the responsibility of treasurer and according to the president 
the amount of financial analysis varies depending on the skills of the appointed 
treasurer. So although the records have been kept for 25 or more years there is no 
comparison of information in the financial statements between years of operation. 
 
RI 1b: What consumer based data is currently being compiled by non-professional 
sports event organisations? 
Consumer based measures are not collected for the specific purpose of determining 
marketing investment, but one director’s report indicates that as a result of 
information obtained from recording website visits, changes have been made to the 
website. In addition, personal conversations, emails and phone calls are used to stay 
in contact with competitors to ensure that all needs are being satisfied and any 
problems are identified. 
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RI 1c: What customer relationship data is currently being compiled by non-
professional sports event organisations? 
Customer relationship measures are not currently being used by this organisation 
specifically for making marketing investment decisions. The organisation does, 
however collect data on its website regarding each of the athletes and teams 
registered with the organisation and a paper based record is kept of publicity that has 
been received throughout the years.  
 
RI 2. What characteristics of non-professional sports event organisations influence 
the use of measures required for the determination of return on marketing 
investments? 
RI 2a. How do financial resources influence the use of measures required for the 
determination of return on marketing investment? 
This organisation has sufficient resources to operate the organisation and tournament 
in a manner that is perceived as sufficient by the directors. 
 
RI 2b. How do human resources influence the use of measures required for the 
determination of return on marketing investment? 
Human resources in terms of skills and knowledge were identified as a possible 
limiting factor in the use of marketing measures but not in regards to the successful 
operation of the organisation. It was stated a more skilled treasurer may be able to 
provide more financial analysis, although the organisation has operated successfully 
with its existing financial reporting. 
 
RI 2c. How do multiple stakeholders influence the use of measures required for the 
determination of return on marketing investment? 
This organisation acknowledged the applicability of multiple stakeholders including 
participants, volunteers, donors and sponsors, but only considered participants and 
volunteers as stakeholders. Participants were considered to be the most influential in 
the marketing process although it was noted that all the other types of organisations 
play a part. It was also noted that the individual teams registered with the 
organisation may consider spectators and sponsors more influential in the marketing 
process, but to the larger organisation, the participants are the most influential 
stakeholder. 
 
RI 2d. How do product characteristics influence the use of measures required for the 
determination of return on marketing investment? 
This organisation provides minimal augmented products to participants or other 
potential stakeholders. 
 
RI 2e. How do target market characteristics influence the use of measures required 
for the determination of return on marketing investment? 
This organisation focuses on participants and is not particularly concerned with 
multiple target markets. Advertising and publicity are used to attract spectators, but 
the advertising is done only on the existing website so no additional costs are 
incurred. Volunteers and sponsors were not identified as potential target markets. 
 
RI 2f. How does organisational strategy influence the use of measures required for 
the determination of return on marketing investment? 
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This organisation is concerned with retention of existing teams and athletes. The 
organisation is not in a growth phase and is focused on providing a quality product 
for existing members. 
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Appendix F Final Code List 
In-depth Interview Final Code List 
CODE NAME DESCRIPTION 
   
ORG Organisational Structure Used  to sort cases for cross-case analysis 
ORGFP For-profit organisations  
ORGNFP Not-for-profit organisations  
ORGSO Sport associations 
(PSO/NSO) 
 
ORGNAT National/international events  
ORGREG Regional events  
   
RET Return Describes different types of return 
RETPRO Profit Using this word to describe a return 
RETMAR Return on marketing specific measures used to determine FROMI 
RETSPO Return on sponsorship specific measures used to determine return 
on sponsorships 
   
DAT Data Collection Describes data that is collected 
DATFS Financial statements data available in financial statements 
DATAR Actual sales and revenue sales are recorded 
DATER Estimated sales and revenue revenue is estimated 
DATIC Incremental change 
measured 
incremental change in data is measured 
DATEX Expenses expenses are recorded 
DATCI Consumer information consumer information is collected 
DATSU Surveys surveys are performed 
DATSA Satisfaction satisfaction is measured 
DATLOY Loyalty customer loyalty is measured 
DATDA Database database is maintained 
DATRI Registration information registration information is available 
DATOR Online registration online registration is used 
DATIN Industry data Data obtained by examining the industry 
   
DA Data analysis How data is analysed 
DAFA Financial analysis skills Financial person available for analysis 
DACA Computer analysis skills Computer person available for analysis 
DASK Data analysis skills Person who performs analysis is available 
   
TVM Time-value of money Describes the need to measure return over 
time 
TVM1 one event per fiscal year does the event only occur once per year 
TVM2 more than one event per 
fiscal year 
does the event occur more than once per 
year 
TVML location of event does the event stay in the same location or 
move from year to year 
   
FR Financial resources Describes the perceived available financial 
resources 
FRBUDO Budget Other Any comments about money availability or 
budget concerns 
FRBUD< Budget < 10,000  
FRBUD= Budget between 10,000 and 
50,000 
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FRBUD> Budget > 50,000  
FRTEC Technology adequacy of technology available 
FRPEO People adequacy of financial resources for hiring 
people 
   
HR Human resources Describes the perceived available human 
resources 
HRSKI Skills adequacy of skills 
HRTIM Time adequacy of time available 
HRPEO Man-power and people adequacy number of people or man-power 
available 
   
IC Industry characteristics Is measurement used 
ICMI Measurement important measurement is considered important 
ICMNI Measurement not important measurement is considered not important 
ICDP Marketing decision process describes how marketing decisions are made 
ICOM Measurement of other areas measurement of other areas, e.g. 
sponsorship or economic impact 
   
OS Organisational strategy  
OSFO financial objectives Describes financial objectives e.g. make 
money 
OSNFO non-financial objectives Describes non-financial objectives e.g. create 
awareness or athlete development 
OSRET retention activities focus on developing the current market 
OSACQ acquisition activities focus on growing the market 
   
SH Stakeholders Describes stakeholders 
SHPART Participant stakeholders participants are stakeholders 
SHSPEC Spectator stakeholders Spectators are stakeholders 
SHSPON Sponsor stakeholders sponsors are stakeholders 
SHVOL Volunteer stakeholders volunteers are stakeholders 
SHGOV Government stakeholders government is a stakeholder 
SHO Other stakeholders other stakeholders identified 
   
PD Product description Describes the product 
PDU Unique product Product described as unique 
PDA Augmented product product augmentations are described 
PDD Duration of event what is the duration of the event 
   
TM Target market Describes the target market 
TMSPEC spectators target marketing directed to spectators 
TMPART participants target marketing directed to participants 
TMSPON sponsors target marketing directed to sponsors 
TMVOL voluneers target marketing directed to volunteers 
TMDEF target market definition target market defined 
TMGOV target market government marketing directed to government 
   
Other   
MARACT Marketing activities describes specific marketing activities 
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Convergent Interview Final Code List 
Code Description 
 
 
Guide Comments on the use of the guide 
GU Guide is useful 
GN Guide is not useful 
EXG Example of using guide 
MOD Proposed modifications to guide 
 
 
Challenges Specific challenges to using the guide identified 
COMP Too complex to understand (limited skills) 
TIM Time availability limited 
DIF Measures difficult to determine 
CLAR Required more explanation on 7-step process 
OTHER Other challenges 
  
Other General comments on using the guide 
EXOBJ Example of strategic marketing objective 
EXMA Example of marketing activity to achieve objective 
USM Understanding of simple methodology 
EXDAT Examples of data collected to use process 
UCM Understanding of complex methodology 
COM7 Comments on 7-step process 
COMS Comments on simple process 
COMC Comments on complex process and time-value of money 
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Appendix G Proposed Methodology Following In-depth Interviews 
 
Is the Marketing Activity Worth It? 
Marketing enables an organisation to achieve its objectives. Whether or not your organisation is a for-
profit or not-for-profit you need to undertake marketing activities to enable you to fulfill your mission. 
This guide shows you a method you can use to determine if undertaking a marketing activity is worth 
it and whether it will provide more benefits (e.g. generate more participants or more spectators) and 
ideally bring in more revenue than it will cost.  
 
The following pages illustrate a simple example that could be used as the basis for justifying spending 
on a marketing activity to the executive, board of directors, potential sponsors, or other funding 
agencies. The following table depicts a seven-step process emphasizing the importance of evaluating 
the expected benefits before spending money on a proposed marketing activity. 
 
Step Explanation Example 
1. Define your 
strategic marketing 
objective(s) 
Each marketing objective 
provides direction for marketing 
activities and forms the basis for 
future measurement 
• Attraction – enter new market, grow 
current market or hold current market 
• Retention – grow current market or hold 
current market 
2. Situation Analysis Investigate your internal and 
external environment to 
understand customer needs, 
competition, and underlying 
causes of opportunities or 
problems 
• Declining attendance as a result of 
aging target market 
• Low interest as a result of lack of 
awareness of event benefits 
3. Marketing 
Activities 
Specific activities undertaken to 
achieve strategic marketing 
objectives 
• Increase ticket sales with an additional 
sales person on a one time contract fee of 
$1,000 and with a 10% commission 
• Send mail using Canada Post to all 
postal codes within a day trip of event to 
increase awareness of event benefits 
4. Resources Determine costs of proposed 
marketing activity including 
financial and human resource 
requirements 
• This will be a dollar value with variable 
and fixed costs required to undertake 
specific marketing activities 
Example - Increase sales force by one 
person on contract: 
Fixed cost = $1,000 fee + $200 additional 
expenses 
Variable cost = $10/ticket sold 
(commission) 
5. Measure 
Marketing Return 
Establish a base case so that you 
can evaluate the expected 
change from marketing activities 
to determine if they are worth it 
• See the next page for an example of how 
to calculate return using the contract 
sales force example 
6. Evaluation of 
Return and Risk 
Does the marketing activity 
provide an acceptable return 
with an acceptable level of risk? 
• Identify your key assumptions in 
determining return and estimate the 
probability of these assumptions not 
being correct and the seriousness of other 
outcomes 
7. Implementation 
Decision 
  
 Implement Strategy Revaluate strategy starting at Step 2 
Source: Developed from Best (1997) 
Yes No 
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How to evaluate the benefits before spending money on a proposed marketing activity 
The benefits of a proposed marketing activity can be estimated by determining the expected change 
that will result after undertaking the marketing activity. 
 
Base case: In order to measure the expected change a base case (or benchmark) must be established. 
You can then determine the percent change in revenues your investment will receive relative to this 
base case. 
 
Data required to establish the base case: 
• Current revenue (# of current customers and revenue per customer including initial sale, repeat sales 
and other sources of revenue) 
• Variable costs per customer associated with each sale (e.g. customer processing costs, sales service 
costs and incremental staff costs) 
 
Estimates of change in cash flow that result from undertaking (or not undertaking) the marketing 
activity: 
• Change in current revenue (change in the number of customers, change in revenue per customer) 
• Change in the variable costs per customer 
• New marketing expenses or fixed costs that result from implementing the marketing activity and 
that will be incurred even if no sales are made 
 
Measuring return - example using simple estimate of potential change in cash flow 
 
The conclusion is that implementing the specified activity will result in a positive return on 
investment of 12.9% relative to your base case. Provided the assumptions used to make the estimates 
are evaluated and determined to be sound and the return is sufficient then it would be reasonable to 
implement this marketing activity.  
 
See the next page for a more detailed explanation of what this return means and how to improve the 
accuracy of the estimates 
Base Case – no change in 
current marketing activity 
 
Estimate assuming no marketing 
activity is undertaken and the 
only estimated change is a 
decrease in the number of 
customers 
Estimate assuming marketing activity 
is undertaken to increase the number 
of tickets sold (i.e. the number of 
customers) 
# of current customers = 500 
Revenue per customer = $100 
Variable costs per 
customer = $10 
Base case revenue less 
variable expenses = 500 x 
($100 - $10) = $45,000 
 
Change in the # of customers  
– 500 less decrease of 10% = 450 
Change in revenue/customer  
(no change) = $100 
Change in variable cost/customer 
(no change) = $10 
Marketing expenses  
= no marketing activity = $0 
Change in revenue = net revenue 
less fixed expenses  
= 450 x ($100 - $10) - $0 = 40,500 
Change in the # of customers (increase 
by 30%) = 650 
Change in revenue/customer 
(no change) = $100 
Change in the variable cost/customer 
(increase by 10% cost of commission) = 
$20 
Marketing expenses  
(cost of base salary) = $1,200 
Change in revenue = net revenue less 
fixed expenses = 650 x ($100 - $20) - 
$1,200 = $50,800 
% change relative to the base 
case =  
% return = (change in revenue – 
base case) / base case = (40,500-
45,000)/45,000 = -10% 
% return = (change in revenue – base 
case) / base case = (50,800-
45,000)/45,000 = 12.9% 
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A base case enables a comparison of the current level of return with a potential level of return that 
could be achieved from undertaking the specified marketing activity. A positive percent return does 
not necessarily mean the marketing activity is a good investment if the money could be invested in an 
alternative option (for example a different marketing activity or even just deposited in the bank) and 
earn an even higher return. It is important to ensure, therefore, that the assumptions and the estimates 
used in your calculation are as accurate as possible before you reject or accept a proposed marketing 
activity. 
 
Improve the accuracy of your estimates 
How the data you collect from your customers and in your financial statements can improve the 
accuracy of your estimates.  
 
Timeline: The return from an investment occurs over time. For example, undertaking a marketing 
activity today may result in increased customers for the next three years. The appropriate length of 
time to expect a return from the investment and future cash flows that will be generated should be 
estimated. It is important to note that only future revenue that is directly attributable to the marketing 
activity being evaluated should be included in the calculation. Future revenue that requires additional 
marketing investments should not be included. 
 
Discount rate: An investment is worth undertaking if the value it provides in the future is greater than 
the cost. The time-value of money assumes a dollar earned today can be immediately reinvested to 
earn more money, and as a result be worth more than a dollar earned in the future. Therefore, to make 
an accurate comparison of future cash flows, a method of discounting the time-value of money must 
be incorporated into the evaluation of the investment. One method used for determining the discount 
rate is using the highest rate that could be achieved from an alternative option for investing the money 
(e.g. investing the money with a bank). 
 
Collecting data: The accuracy of the calculation of return can be improved by improving the accuracy 
of estimates of future cash flows. Marketing data can be collected and analysed to improve the 
accuracy of estimates. The example on the next page uses the following estimates: Number of 
referrals that result in sales, repeat customers (sales), value of add-on sales per customer, variable 
costs per customer, and variable costs per customer associated with the marketing activity. This data 
can be collected simply by asking the sales team to question customers and by examining the financial 
records. The level of sophistication of data collection increases the level of accuracy of the estimates. 
The most sophisticated models of measuring return on marketing investments use complex surveys 
and customer records stored in databases and then apply statistical analysis to improve the accuracy of 
estimates. 
 
The example on the following page is a more complex example of measuring marketing return using 
the same base case scenario as the previous example but incorporating a three year timeline for 
future cash flows and a discount rate of 10%. As the estimated cash flow lasts longer, and is therefore 
larger, the result is a much higher return. It should be noted that by improving the estimate of cash 
flow used in the previous example we are more likely to accept and implement the proposed marketing 
activity. 
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Measuring return: complex example using customer data and financial information to improve the 
accuracy of the calculation 
Base Case Estimate assuming marketing activity is undertaken to increase the number of 
tickets sold (i.e. the number of customers) 
# of current 
customers = 500 
Estimated change in # of customers as a result of the marketing activity.  
Factors that could be considered: 
# of new customers generated from marketing activity = 30% 
Estimated # of referrals = 2% (Note: estimate could be improved with measurement of 
current level of referrals). 
Total number of new customers = 500 + (500 x 30%) + (500 x 30% x 2%) = 653 
Revenue per 
customer = $100 
 
Revenue per customer.  
Factors that could be considered: 
% retention of customers = 50% of customers return once and 20% of those return a second 
time 
Revenue per customer = $100 
Additional sources of revenue = 30% of customers purchase additional products (e.g. 
participate in a clinic or buy a souvenir t-shirt) = $20 per customer 
Variable costs per 
customer = $10 
Variable costs per customer.  
Factors that could be considered: 
Customer processing costs, sales service costs and incremental staff costs (Note: can be 
measured using existing financial data). In the example the $10 already covers customer 
processing and service costs. Incremental variable costs are the commissions paid to the 
sales person of 10% only on new sales (i.e. not returning customers) 
Initial sale = change in the variable cost/customer (increase by 10% cost of commission) = 
$10 + ($100 x 10%) = $20 
Marketing 
Expenses 
Marketing expenses or fixed costs that will be incurred even if no sales are made as a result 
of undertaking the marketing activity.  In this example, this is estimated assuming a one 
time fee of $1,000. If the person was hired on staff we would need to calculate the expense 
for a full year. The $200 includes the cost of hiring the sales person, and any expenses 
associated with maintaining the sales person’s contract = $1,000 + $200 = $1,200  
Return = 500 x 
($100 - $10) = 
$45,000 
Initial sale (Year 0) = 653 x ($100 - $20) = $52,240.00 plus additional revenue = 653 x 
30% x $20 = $3,918.00 
Total Year 0 = $56,158.00 
First return (Year 1)  = 653 x 50% x ($100 - $10) = $29,385.00 plus additional revenue = 
653 x 50% x 30% x $20 = $1,959.00 
Total Year 1 Discounted = $31,344 / (1 + 10%)1 = $28,494.55 
Second return (Year 2) = 653 x 50% x 20% x ($100 - $10) = $5,877.00 plus additional 
revenue = 653 x 50% x 20% x 30% x $20 = 391.80 
Total Year 2 Discounted = $6,268.80 / (1 + 10%)2 = $5,180.83 
Total Revenue = $89,833.38 
 % return = ($89,833.38 - $45,000) / $45,000 = 99.6% 
 
Selected References for Further Information 
Ambler, T 2003 Marketing and the Bottom Line, Pearson Education Limited, Great Britain. 
Best, R 1997 Market Based Management: Strategies for growing customer value and profitability, 
Prentice Hall, Upper Saddle River, New Jersey. 
Lenskold, J 2003 Marketing ROI: the path to campaign, customer, and corporate profitability, 
McGraw Hill, New York. 
Schultz, D, Schultz, H 2003 IMC The Next Generation: Five steps for delivering value and measuring 
returns using marketing communication, McGraw Hill, New York. 
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Appendix H Methodology for non-professional sports event case organisations 
to incorporate a determination of ROMI in the marketing process. 
 
How to decide if a marketing activity is worth it. 
Marketing enables an organisation to achieve its objectives. Whether or not your organisation 
is a for-profit or not-for-profit you need to undertake marketing activities to enable you to 
fulfill your mission. This guide shows you a simple method you can use to decide if 
undertaking a marketing activity is worth it. The guide outlines a seven-step process you can 
use as a checklist to decide if the marketing activities your organisation are considering will 
achieve the objectives you intend them to achieve. 
Step 1 – State your marketing objective. What do you intend to achieve. Having clear 
objectives will form the basis for your future measurement. 
Example objective: Involve more youth in the sport. 
Step 2 – Identify what factors contributed to the development of your marketing 
objective. 
Example factor: Extreme sports more attractive to youth compared to competitive sports 
Step 3 – Decide what marketing activities you could use to achieve your objective. 
Example marketing activity: Distribute a poster that will illustrate the adrenalin possible from 
engaging in competitive sport 
Step 4 – Determine cost. How much money will be needed to undertake each proposed 
marketing activity and can you do just one activity or do you need a combination of activities? 
Example costs: $2000 – poster production and distribution 
Step 5 – Determine if a marketing activity is worth it. Calculate the difference between not 
doing the marketing activity (the base case) and doing the marketing activity (the future case). 
Example calculation: 
Base Case (historical data) Future Case (estimation) 
Current Revenue: 
Current # of youth involved in sport = 100  
Current fee received from youth = $50  
Total = 100 x $50 = $5000 
Estimated future # of youth involved after 
poster distributed = 150  
Current fee received from youth = $50 
Total = 150 x $ 50 = $7500 
Current Cost: 
Current cost per youth involved = $20  
Total cost for all youth = $20 x 100 = $2000 
Current cost per youth involved = $2000 
Plus cost of poster = $2000 
Total cost for all youth = $4000 
Total Revenue = $5000 - $2000 = $3000 Total Revenue = $7500 - $4000 = $3500 
Difference = $3500 (Future case) - $3000 (Base case) = $500 
Percent Return = $500 (Difference) / $3000 (Base case) = 16% 
Consider methods of improving your estimation of the future case using surveys or tracking 
your customers (participants/spectators/sponsors/volunteers). If your revenue will be received 
over longer period times than just one year consider the value of money over time. 
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Step 6 – Evaluate your calculation and determine the risks. Remember the calculation is 
based on estimation and should only guide your decision-making. Other factors such as the 
effect of the investment on the future, the actions of the competition and unforeseen risks need 
to be considered. 
Example risks: Marketing activity attracts less than 40 new youths then future revenue will be 
lower than current revenue. Some of the existing youth drop out lowering the number of youth 
involved. 
Step 7 – Decide on whether or not the marketing activity is worth it. Consider the 
objectives, the return (both the size of the difference and the percent) and the risk. 
Developed from Best (1997) and modified for this research. 
 
